NEW BOOKLET ON ROPE CONSERVATION 
BY THE MAKERS OF “WAR EAGLE” ROPE 


Special Feature New Strength Chart 


“Care Saves Rope” is a brand new, pocket- 
size (5 x 7 inches) manual, attractively 
printed in two colors. It contains practical 
suggestions on how to get the best service 
from rope. It tells how to rig blocks, how to 
figure sling loads and how to make knots and 
splices. There are numerous illustrations, 
charts and diagrams. 

It’s Free! Every dealer will want a copy 
of “Care Saves Rope.” Write today to the 
nearest office. 


On the inside back cover is a new Weight and 
Strength Chart which gives you a comparison of 
“War-Eagle” Top Quality Sisal Rope to ‘“‘American 

‘ Superior” and “Amco Allweather” First Grade 
Manila Ropes. Government Standards figures on coil 
lengths and weights are shown. 


AMERICAN MANUFACTURING COMPANY 


Noble and West Sts., Brooklyn, N. Y. 
Western factory: ST. LOUIS CORDAGE MILLS, St. Louis, Mo. 


Branches: Boston, Baltimore, Philadelphia, Chicago, New Orleans, Houston 











Increase Your Profits 


Poultry House Windows 








Genuine Extra Heavy 


FLEx-O-GLASS 


GUARANTEED 2 FULL YEARS 
Most Highly Seemed by Leoding Authorities 





























iE LEADING 
WINDOW MATERIAL 


* Lets Thru More 
tasalehtut Ulitra-Vio- 


Unbreakabie. 

Threads per Square in. 
ted with extra high MP. Composith ion that 
wi not run, discolor or melt in a Window 


® Extra Heavy — Extra Durable. 
Guorenteed @ 2 years by the Manufacturer 

* Most Widely used—Extensively advertised. 
Feet, Yards, and Inches plainly printed along 
Selvage for easy cutting. 


Cat. s Yds. Width Sq. Ft. Lbs. °° * 
FOG-100 190 vds. 36" 900 56 653 cx 
FOG- 50 SOyds. 36% 450 32 ~)) 
Foa- 28 35 yds. 36" 995 16 588 





Warp’s 


Winpow-Fasric 


Ordinarily Lasts One Season 


_The Biggest Seller in the Low Price Field 








PLAIN WAXED CLOTH 


Over 80 threads per Square Inch. 
Impregnated with light stable, high melting point wex. 
Lets through Sun's Ultra-Violet Rays. 

Holds in heat better than gless. 

po fhe Yard, Foot and Inch paiaby muhed din 
edge for easy measuring and cutting. 
Cat. « "Yas. Width Sq.Ft. Lbs. 


WF-100 100 yds. 36” 900 42 $18.0 
WF-50 SOyds. 36% 450 22 
WF-25 5 vds. 36” 225 12 


le 


All Items On This Page Are Manutactur 


Distributed by Leadin Hardwar lobber 








Porch Encl ures 
| Covering Screen Doors 
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Warp’s 


Wyr-O-GLASS 


Wire Base Glass Substitute 


pg uromely Ld and Very Transparent 


A WIRE BASE PLASTIC GLASS 


* Tough Galvanized \ inch mesh Wire Base, 
drawn Tough and Thin to admit more light. 


° ow Joint and Wire imbedded in a cushion 
pies ic, before final Transparent coating is applied, 
double reinforcing and to eliminate air pockets. 
* Plastic Glass applied to both sides, geting 
wires inside. Everythi ing fused into one Sol 
ee of S No cheap rosin or glue 
to discol and—no air pockets to 
Ga nektwe in Warp's Wyr-O-Gl lass. 


Transparent. Extra high in Ultra-Violet 
transmission. Good Insulator. 


° Deutle Thickness Coating along both edges. 
Feet and Inches plainly marked along Seven 
Cat. s Yds. Width Sq. Ft. Lbs. © 


WOG-50 50yds. 36% 450 28 Cow 
WOG-25 25 yds. 36" 225 14  *)) 5) 
WOG-10 10yds. 36" 90 7 aa 


Speles ios 











wi 
50 sq. yds. Flex-O-Glass 36" 35c yd 
25 sq. yds. Window-Fabric 36" 22% 4 27c yd 


15 sq. yds. Glass-O-Net 36" . 57 
10 sq. yds. bee O-Glass 36" yd 
All Packed In One Box — Weight “%s Lbs. 
Cat. No. SPD200 Retails for 54 
FLEX-O-GLASS MFG. CO., (Warp 


} 


(Not Sold By Mail Order Houses) 
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CTiVeelaitdaeiaaulas 


Hot Beds & Greenhouses 


Warp’s 


GLASS-O-NET 


Mesh Base Glass Substitute 


Used Where enapeconay Is ipertant 





A PLASTIC GLASS COVERED NETTING 


® Made on '( inch mesh Waterproofed Cords. 
Extra strong. Dyed Light Fast Green. 
° o—_ Cord imbedded in Cushion P‘astic 
to eliminate air p ts where greatest strain occurs. 
® Plastic glass applied over Cushion and Cords 
to seal everything together into one solid weather- 
proof sheet. 


* Very Transparent, High Ultra-Violet Ray 
transmission. Can be washed with Soap and \ ater. 


* No cheap rosin, glue or paste to decompose In 
a 's Glass-O- iNet, and no eir pachels to tap 
moisture. 


* Double Thickness Coating along reinforced edges. 
Feet and inches plainly marked along selvage. 


Cat. ¢ Yds. Width Sq. Ft. Lbs. °©9'°": 





GON-50 5Oyds. 36” 450 18 $19.08 
GON-25 25 yds. 36 $95 10 a 
GON-15 15 yds. 36" 135 6 = 








SCREEN-GLASS 


Plastic Covered Wire Cloth 
Layer-Built to Give Longer Service 





TRIPLE LAMINATED SCREEN BASE 


Fine Mesh Galvanized Wire Base, first, 
dipped in a transparent pliable plastic, then 
laminations applied to both sides to give it 
greater wearing qualities. 

Tough, Durable, Layer-Built Plastic Coating 
starts where others leave off, to make it last 
longer. Pliable and Transparent. Ft. and in. 
marked along Selvage. (Ship. wt. 3 oz. per sq. 4 

Ft. 50 Ft. 100 Ft 


25 
Cat.+ Width Roll Roll Roll 
36SG 36” $8.25 $16.50 $33.00 
28SG 28” 6.75 3.50 27.00 
os.) 1104-6-8 N. Cicero Ave., Chicage 
Samples Free on Request 
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Wherever Plants 

Must Be Guarded 

.-- There Is Lock Business 
For You 


Sell them YALE quality. Leading lock experts 
recommend YALE for strength. 


They will recognize the name YALE... for genera- 

tions the sign of greater lock value. mor A i ae 
YALE advertising urges them to buy better locks to 
get more protection. 


YALE PUTS 3 BIG SALES MOVERS 
IN YOUR BUSINESS 


Our war industries need such items as padlocks, 
master key systems, hardware — for plant lockers, 
tool cribs, stock bins, etc. Put the Yale Moving Men 
to work—go after this business that can give you a 
priority—the kind of business we need in order to 


continue supplying you with locks. 





THE NAME YALE HELPS MAKE THE SALE 


THE YALE & TOWNE Siinvcne: conntu. s 
MAY 28, 1942 - 


Hardware Age, published every other Thursday by Chilton Co. (Inc.). Entered as second-class matter, March 24, 1933, at the Post Office at Philadelphi 
, ; ever 0 . - 2. ¢ ol , , adelphia under the Act of 
March 3, 1879 ( Printed in U. 8. A.) $1.00 per year. Single copies, 25¢ each. Vol. 149, No. 11. F - — i ah Sic ead 














H. W. Leland C. G. Suits 


eee Dp. C. Prince H. V. Erben R. $. Peare 
| 
s Holme Z. Ww. R. x N. Currie 
Cc. M. 8 \ 











: SELL “PENNVERNON” 
_. . NOT JUST “WINDOW GLASS“ 


@ Pennvernon Window Glass is clear. It is brilliantly finished on both 
sides of the sheet. For a sheet glass, it is unusually free from distorting 
defects. It affords good vision. And its uniformly high quality is reflected 
in the fact that more architects are specifying Pennvernon today than 
ever before. More contractors are using it. And more dealers are selling 
more of it. Pennvernon is readily available the country over, through 
our many branches and thousands of dealers. Pittsburgh Plate Glass 
Company, Grant Building, Pittsburgh, Pa. 


ENNVERNON WINDOW GLASS 


PITTSBURGH PLATE GLASS COMPANY 


"PITTSBURGH sland for Lualily Class and (Vine 
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STANLEY TRACK and HANGERS: 








[ STANLEY ] 


TRADE MARK 








3 SIZES MEET ALL NEEDS 


FOR DOORS UP TO 1000 POUNDS 


You need stock only three sizes, X, Y, and W, of Stanley No. 2641 
Track and No. 2650 Hangers for all common sliding doors weighing 
up to 350, 700 and 1000 pounds, respectively. This means that with 
a minimum stock investment you can meet the demands for practi- 
cally any sliding door. 

Stanley Hangers have accurate two-way adjusting nut, ball bearing 


Stanley “Hold-Fast” stanley Track Bracket 


Track Clamp No. X2650-C swivels, and roller bearing wheels. 

No. X2651 Stanley Track carries the hangers inside, protected from weather 
Stanley Track in sections convenient for you and dirt. Straight pieces are made “straight as a die”. Curved pieces 
to stock, becomes virtually a one-piece unit are supplied with 90° turns, others on order. Send for catalog. 
of any length when bound end-to-end 
with Stanley Track Brackets and Clamps. THE STANLEY WORKS - NEW BRITAIN, CONN. 


STANLEY HARDWARE 


(Grefree Doors 
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Ww The man with the lunch kit and the man with 
the gun are equally important in America’s war 
effort. Millions of workmen must keep on the job 


to supply our armed forces. 


The vital part Thermos brand vacuum bottles and 
lunch kits play in war production is the theme of 
another message in Time (June 15) and The Sat- 
urday Evening Post (June 27). 

Consistent advertising like this keeps the name 
“Thermos” alive in the minds of your customers 





—reassures them that the finest vacuum products 
possible to manufacture under wartime conditions 
will continue to be identified by the famous trade- 


mark “Thermos.” 


THERMDs 


TRAOGE-MARK REG. U. S. PAT. OFF, 


LUNCH KITS 


One of the family of ‘'Thermos’* Vacuum Ware Products 


THE AMERICAN THERMOS BOTTLE COMPANY, NORWICH, CONNECTICUT 
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~ Another Critical Shop Man 
— NUCUT Files! 





“MORE CUTS WITH NUCUTS” is building file-demand 
you can profit from tomorrow 


Urgent war production — stepped-up manufacturing — more to do and 
less time to do it! Yes, — today’s conditions are putting files to the 
“acid” test. And NUCUTS are coming through with flying colors! 


NUCUT’S exclusive combination of coarse and fine teeth — precisely 
arranged in scientifically positioned rows — makes possible clean, true, 
deep cutting — and even levelling - BOTH WITH THE SAME STROKE. 
No scraping! No skidding! Just easy, smooth filing that wins the 
hearty approval of critical shop men. 


See your jobber for full information. Find out how you, too, can benefit 
from superior NUCUT file performance. 


HELLER BROTHERS COMPANY 


Newark, N. J. Newcomerstown, Ohio 





America’s Oldest File Manufacturers 


HELLER em --- WAVY TEETH 





FILES 
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Brighton Cans 
Good values for 
“‘special’’ sales 





Whether your customers are strictly price-minded or want 
the best, there is a “sales-clinching” can or pail in the 
complete Witt Line. 


| 


Attractively priced, every one, a leader in its particular 
class, gives you the opportunity to cash in on this fast selling 
quality line of dependable products. 


Se ee eee 


needs. 


Witt Cans and Pails, for those 
who want the best. 


Witt Under-Ground Garbage Re- 
ceiver. 


—— 
nace 
one thleate Us 


ke ta Kee ete terere  / 


ome es 
Syeenien honasniliena 


Pee Be Pe REET 


<ebetrenturrece eR 














ee 7 


a RRO ee 
9 ee Ae PER be ORB LBS 


.~ 


> 





rh S 
- eer + 


Wico Cans 
Rugged construction 
for good service. 
Compare favorably 
with many heavy 
cans. 


Witt Cans and Pails are made of special analysis steel carefully selected 
to give maximum service. Bodies are made in one piece. lock seamed 
and electrically welded, a leak proof body construction. They’ve got what 
it takes to make satisfied customers and repeat sales. 


Concentrate on the complete Witt Line—save time—save money. 


Cooperation with the national war effort limits our production for civilian 


The WITT CORNICE Co. 


WINCHELL AVE. CINCINNATI, OHIO 


























FOLLOW ME 
1 ROLL 
ON BALLS 
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LD-FASHIONED casters belong to the horse and buggy days and 

are no longer used by people who take pride in their homes. Up-to- 
date casters are ‘“‘Aeme’’ Ball Bearing Casters which roll smoothly, 
quietly and easily in any direction. They protect floors, rugs, carpets 
and add a modern note to furniture. Sell your trade ‘“‘Aemes’’. Double 
caster sales and profits. Just roll an ‘‘Aeme’’ along the counter or let 
the customer do it and the sale is made. 





THE SCHATZ MANUFACTURING CO. 
POUGHKEEPSIE, N. Y. 


Detroit Office: 2640 Book Tower @ Chicago Office: 902 S. Wabash Ave 


Cleveland Office: 402 Swetiand Building 
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BALL BEARING 


CASTERS 
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Wir has placed a new strain on communi- 
cation systems—on power lines—on indus- 
trial production. Too few minutes in every 
hour—too few hours in every day, mean 
that men and machines must produce more 


of everything in shorter time if our vast war 


effort is to be handled on schedule. 
DISTRIBUTED THROUGH JOBBERS — Foreign Distributor: international Standard Electric Corp., New York 
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Since 1857 


Klein Pliers are aiding workmen in doing a 
better job quicker. The high quality—the 
care in manufacture—the precision testing 
and the superior design that characterizes 
these better tools all add up to a finer plier. 
In the hands of good workmen Klein Pliers 


assure a better job performed more quickly. 
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A Combined Catalog 


of over 500 


THE 
MERCHANDISE 
DIRECTORY 
NUMBER 


the “Who Makes It?” issue 
of Hardware Age— 


S a thorough-going directory 
of all kinds of merchandise 
sold in the hardware trade. It’s 
a directory and more— it is, in 
effect, a Combined Catalog of 








the products of over 560 manu- 
facturers including nearly all 
of the better known concerns 
selling in this field. 


When you are looking for a particular product or a 
line of merchandise do as most regular users of the 


Directory Number do—use the Green Index first. 


It will probably lead you at once to the actual catalog 
data of the product or products as presented by one 
or more manufacturers in their “Ad-Catalogs”. 


There is a great and valuable fund of product infor- 
mation at your fingertips in the 365 pages of informa- 
tive advertising published and carefully indexed by 
products in the current issue of your “Who Makes 
[t?” iseue—by far the largest aggregation of such 
helpful information that is available to the hardware 
trade. Use it. Make it serve you. 





VWARARA MOAT ALUKA TERR 





Manufacturers 





aunty 24, 1848 AGE 














The “Merchandise Directory Number” as in your 
hands today is the product of many years de- 
velopment. For twenty years—the last ten in the 
form of this special annual issue—this service of 


HARDWARE AGE has been molded and adjusted 


to the needs and convenience of buyers of hardware. 


The “Who 


dise Directory and as a Combined Catalog is tailor- 


Makes It?” issue—both as a Merchan- 


made for you. 


Vake it work for vou to the utmost. 
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INTERNATIONAL 
HOME FURNISHINGS MARKET 


July 6" to 18" 


A war-time market of vital importance to every buyer. merechan- 
dise manager and store owner. 

There are no priorities on American resourcefulness, Knowledge 
and ingenuity. The merchandise you will see at this market proves 
it. The creative leadership and adaptable facilities of the firms 
exhibiting here assure you, as a buyer. of getting profitable 


merchandise for your fall and winter selling. 


1956 Home Furnishings Lines Including: 


ar 
le- Housewares and Appliances Furniture Floor Coverings 
he Toys, Games and Wheel Goods Curtains and Draperies China, Glassware and Pottery 


of Lamps and Shades Gift and Artwares Linens and Domestics 





Tue Mercuannise Mart 


THE BUYING CAPITOL OF THE NATION ¢ WELLS STREET AT THE RIVER 


CHICAGO 
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RICHARD 


SPRING BOTTOM OILERS 
FOR 35 YEARS 


you have been buying and sell- 
ing Richard Oilers and they 
have been giving you and your 
customers honest, satisfying 
service. 


BOMMER 


HORIZONTAL SPRING PIVOT-HINGES 
ARE THE BEST 


ryPE 15 


Right now, we have our sleeves 
rolled up doing a Victory Job 
ste for Uncle Sam. When we get 
that job done, we will be back 
again making oilers for you and 
your customers. 


my) 


Se lpi 144 |") 
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WE MAKE 


Richard Oilers — Plastering 
Tools — Putty Knives and 
Scrapers — Wire C & H Hooks 
— Carded items — Three-in- 
One Garden Tool. 


The Side Plates Are Reversible. Has Efficient Door 
Alignment, Adjustable Tension and Hold Open Feature 
The Most Durable Spring Pivot of Its Type. 


at 90 Degrees. 
Bommer Spring Hinge Co. 
Brooklyn, N. Y. 
Chicago Sales Office: No. 180 N. Wacker Drive 


THE ATLAS-ANSONIA CO. 
42-62 GRANT STREET NEW HAVEN, CONN. 
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STEEL BELT LACING 


HARDWARE 
CLOTH 


®Cortiand Hardware Cloth, 
made in both standard and 
heavy grades, is heavily gal- 
vanized by our own special 
process, assuring long, hard 


wear. 


FOR KEEPING | THIS ECONOMY PACKAGE is a | FOUR SIZES IN 


UP YOUR STOCK 
these Economy 
Packages are 
packed 10 of a 
single size in 
corrugated ship- 

ing carton 
shown above. 


particularly attractive merchan- 
dising item. It avoids the neces- 
sity of breaking a standard box 
of lacing. Contains one set of 
lacing complete with gauge and 
hinge pins for a 12” belt and the 
lacing can be broken to length 
for the narrower belts. 





List 
Per carton | 


Weight Belt 
Per carton _ Thickness _| 





$4.75 


3.1 lbs. * to Ko" 


ECONOMY Dis- 
PLAY UNIT. For 
quick over-the- 
counter sales 
use this Econ- 
omy Display 
Unit, containing 
3 packages 15E, 
2 of 20E, 3 of 25E 
and 2 of 27E. 


No. 410. Econ- 


Standard grade is avail- 
able in 100 ft. rolls in 8 mesh 
sizes. Furnished in even inch 
widths from 12” to 48”. Some 
Heavy Grades from stock and 
Specials to order. 

Black metal strap holds roll 
firmly, making Cortland 


5.00 4.1 lbs Sho" to Ye’ 
6.25 4.9 lbs. His" to 740" 
6.65 5.8 Ibs. 4" to Mo 


[ 8.50 8.4 Ibs, Ko" to He ORDER FROM 
All prices subject to discount YOUR JOBBER 


FLEXIBLE STEEL LACING COMPANY | 


4616 Lexington Street, Chicago, Illinois 


omy Display 
Unit, List . $5.60 


Hardware Cloth easy to 
handle — easy to display. 


WICKWIRE BROTHERS, INC. 
CORTLAND NEW YORK US A 
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The great plants of |¢h eswerg Cartridge Company are 
operating day and nighyit pfalg production turning out 
cartridges for the United Stateg afid our allies. Full speed 
ahead is the order of.the day! - 
With the war effort paramaunt' togayetything else, your jobber, 
naturally, is finding it increasingly @gihchlf to meet normal demands. 
Bear with him through this emérg¢@@ity.gHe’s doing his very best to 
fill your orders and render the Aim@foffs¢rvice that has made your 
past relationships pleasant and profita 


America’s big job now is to speed th day of Vi ory. When that great day 
comes, Western ammunition again wfll be ble in quantities sufficient 
to supply the large peacetime deman@ forfits’ power, speed, accuracy and 
dependability—qualities which are now 5° A foch appceciated by the fighting 
forces of Uncle Sam. Ae. 
WESTERN CARTRIDGE COMPANY, E 


WORLD CHAMPION AMMUNITION 











Co-operating 
with you and 


the nation 





» "To PROVIDE the means for keeping es- 
a sential equipment and appliances going is 
‘ surely a meritorious war service. 
It is something you, your jobber and Nicholson can 
do by co-operating in the production and distribu- 
tion of files — one of the most widely usable too! 
items in the world of repairs and maintenance. ~ 
Not only that. . .. All three of us can help spread 
the “fix-up” idea as a patriotic conservation service 
At the left is one of the ways in which Nicholson is 
helping — by widespread advertising in leading 
national magazines. Helps you, too — sends more 
people into your store for the files they need — en- 
ables you to help them make things last longer. You 
give them an added advantage when you recom- 
mend and sell files which in themselves last longer— 
Nicholson or Black Diamond. 


Your jobber can co-operate in lining up a practical 
assortment of file kinds, cuts and sizes for today’s needs. 


NICHOLSON FILE CO., PROVIDENCE, R.1., U.S.A. 
(Also Canadian Plant, Port Hope, Ont.) 





@ Featuring Nicholson and Black Diamond Files, this full-column 
advertisement reaches an estimated readership of 9,000,000 through 
the huge 3,500,000 circulation of The Saturday Evening Post. 





| 
Reatinwc& tra oanake the old car 
ton ting System Ia. Mower, Dum.’ 
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More Than 20 Million Ads Back 
Coleman Renewal Plan for Dealer 


How To Make Your 
Coleman Appliance 
Work Like New! 





MY COLEMAN IRON 
WILL LAST ME 
YEARS LONGER! 
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MY COLEMAN 
( LANTERN LOOKS 
{  NEWI...woRKs 
; LIKE NEW! 
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PVE PUT MY 


COLEMAN STOVE 
BACK TO WORK 
FOR ME! 
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New Coleman Renewal Plan Helps 
Thousands During War Emergency! 


Here’s how to get extra years of perfect 
service from the Coleman appliance you 
now have!...A plan that helps you, helps 
your neighbor, and helps America! 


Coleman is producing as many new ap- 
pliances as possible under the material 
restrictions—but there aren’t enough to 
go around. If you don’t own a Coleman, 
see your Coleman Dealer now! BUT... 


If you do own a Coleman Lamp, Lantern, 
Iron or Stove—ask your Coleman dealer 
about the new Coleman Appliance Re- 


Name 





City 


THE COLEMAN LAMP AND STOVE COMPANY, Dept. FJ-4 
Wichita, Kans. Chicago, if. Philadelphia, Pa. 
Los Angeles, Calif (Address Nearest Office) 


Gentlemen: Please mail me free your new booklet, 
"How To Make Your Coleman Appliance Work Like New!’ 


newal Plan. Chances are he can make 
your Coleman work as good as new—at 
a fraction of the cost of a new one! 


You not only save money—but you are 
helping in your country’s program to 
conserve vital defense materials! 

For good merchandise, and for efficient 
low-cost service, be sure 
to see your Coleman 
dealer first! 


FREE! New Book Just = 
Off The Press. Mail 
Coupon Today! 


Wh, 
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FOR DEALERS 
IN THIS PLAN... 


Here’s How Coleman Builds J 
St 
Traffic, Sells New Merchandise, And 
Promotes A Profitable Service To 
Your Customers! 


“Take your Coleman appliance to 

your Coleman Dealer for renewal!” 

That is the theme of Coleman’s new 

Promotion to produce Store traffic for 
you during this period when new 
Coleman appliances may be 
available only in very limited 
quantities, 

You make money two ways 
under the Coleman Renewal 
Plan Promotion:— first, thru 
profitable parts-replacement and 
Second, thru sales of other mer- 
chandise to the customers who 
come in for Coleman service, 


Tie in with this plan now! 
Display a Coleman Renewal Plan 
sign, and see how quickly it 
Stimulates new business and 
new profits! 

* 


Write for Full Details, to 
Dept. HA-7 


THE COLEMAN LAMP & STOVE COMPANY 


WICHITA - PHILADELPHIA . CHICAGO - LOS ANGELIS 
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“U.S. Controlled 
Prices” :— 

OPA’s general retail price 
ceiling became effective a 
week ago Monday. It ex- 
empts only certain farm prod- 
ucts. Although the rules are 
simple, there has been some 
confusion as retailers gener- 
ally lined up and conformed 
with this new type of govern- 
ment control over business. 
Until very recently the ma- 
jority of retailers, operating 
relatively small businesses, 
felt somewhat removed from 
most governmental rules and 
regulations which have beset 
commercial operations in re- 
cent years. Their basic intra- 
state status had exempted 
most of them from certain pre- 
vious Federal restrictions, but 
this new war-time curb against 
inflation is all-inclusive and 
governs the retail prices of 
small and large alike. Re- 
duced to simple language 
highest March, 1942, retail 
prices are now the top prices 
which may be charged. If cer- 
tain goods, for seasonal rea- 
sons, were not sold at all dur- 
ing March, 1942, then the 
maximum prices are arrived 
at by means set forth in a new 
summer seasonal commodities 
regulation reported on page 
54. 


Visible Prices:— 


A fundamental rule, in con- 
nection with the general price 
control regulation, is that re- 
tailers must have ceiling 
prices on all “cost of living 
commodities” (listed on page 
67) posted so that all con- 
sumers may know “at a 
glance” the current retail 
price. The price cards must 
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definitely announce conform- 
ity with the price ceiling rules. 
This may be accomplished by 
the simple expedient of stat- 
ing “Our Ceiling Price” on 
price cards. As good mer- 
chants have always shown 
“visible prices,” the only 
change is the additional infor- 
mation that declares price ceil- 
ing conformity. This may be 
expressed as you will as long 
as its intent is obvious. 


The “Lag” 


Problem:— 


As the retail price freezing 
rules apply to all retailers, 
there is actually only one 
phase of the new regulation 
which imposes any inequities. 
That is the lack of provision 
for recognizing the actual re- 
placement costs of merchan- 
dise. The lag in replacement 
prices, however, may be ap- 
pealed and OPA has prom- 
ised prompt consideration of 
such appeals. This is covered 
in Section 18 of the order 
which also provides that any 
retailer who finds his maxi- 


















mum prices abnormally low 
in comparison to the maxi- 
mum prices of competing re- 
tailers may appeal for relief. 
It is our earnest suggestion 
that readers refrain from “‘suf- 
fering in silence” to see “what 
happens” if under either of 
these appeal opportunities they 
find themselves handicapped 
and entitled to relief. 


Price Filing 
Required:— 
On or before July 1, 1942, 


every retailer must file with 
his regional OPA office a com- 
plete record of ceiling prices 
on so-called “cost of living 
items.” Of these, approxi- 
mately 30 are sold through 
hardware channels and are 
listed again for your conve- 
nience on page 67 of this issue. 
In addition, by the same date, 
he must have at his place of 
business a complete retail 
price book listing his selling 
prices on every item in stock. 
This price book is to be avail- 
able to interested consumers 
and, of course, to investigators 
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Latest News on 


PRIORITIES 


and 
WAR-TIME ORDERS 
on page 54 





from OPA. There are no re- 
strictions as to size or type of 
price book required so that 
any convenient form may be 
used. For many hardware 
stores this will be a major task 
as all hardware dealers do not 
keep adequate records on 
price data. When compiling 
this price book it might be a 
good plan to make at least 
two complete books—in the 
event that OPA broadens the 
scope of ceiling prices and 
price filing requirements at 
some early date. 


An Emblem:— 


Having long been a nation 
addicted to slogans and em- 
blems, it is not surprising 
that a standard price compli- 
ance emblem has heen made 
available-—although it is not 
mandatory nor strictly speak- 
ing entirely “official.” From 
the office of George A. Fern- 
ley, secretary-treasurer of the 
National Wholesale Hardware 
Association comes a_ bulletin 
quoting a letter on this sub- 
ject from Merle Fainsod, di- 
rector, of OPA’s Retail Trade 
and Service Division. This 
reads, in part, as follows: 

“During recent meetings on 
price control in Washington, 
many retailers expressed a desire 
to secure some standard price 
compliance emblem which they 
could use in their displays, pro- 
motional material and advertis- 
ing. 

“To answer this need, the Re- 
tail Trade and Services Division, 
working in cooperation with vari- 
ous retailers, has developed an 
emblem and reproduced it on a 
suggested placard for stores which 
wish to show their support of the 
General Maximum Price Regula- 
tion. 
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“Undoubtedly many of your 
members’ customers will want 
such a placard and you may 
wish to make them available to 
them as an added service. 

“For that reason we are en- 
closing one of these placards 
which you may reproduce and 
distribute in any way you see fit. 
Retail associations are being fur- 
nished copies of this placard, 
too, and we hope that you will 
especially reach those who are not 
members of a retail association. 

“Please understand, however, 
that this is not an official emblem 
of the Office of Price Administra- 
tion and that we cannot sanction 
a government signature on it in 
any form.” 


A reproduction of this plac- 
ard is presented on this page 
and, according to Mr. Fern- 


ley’s bulletin, copies are 
available from his office at 
505 Arch St., Philadelphia, at 
$4.00 per hundred, $10.00 for 
500 or $17.00 per 1000. 
Smaller quantities are not 
available from this source. 


Price Control 


Facts:— 


A. J. Kwitek, chief of 
OPA’s Hardware and Mill 
Supply Unit, on page 30 of 
this issue, answers some of 
the most important questions 
that will arise in the hardware 
dealers’ minds regarding the 
operation of the General Price 
Control order. Being a prac- 
tical hardware man, his choice 

(Continued on page 73) 
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The placard of the Retail Trade and Services Division of OPA. 
It is in red, white and blue and is 20 in. high by 14 in. wide. 
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Frankly ... we're critical, too! 


E'VE been reading some ads, and frankly . . . 

we're critical, too! Somehow, it doesn’t seem 

fair to advertise bigger sales and better profits across 

the board on anything that involves critical materials. 

Maybe we're wrong—but the Lockwood policy is 

to come clean with our dealers. We can’t sell you a 

thing without a priority order, because every mate- 

rial we use is critical . . . vitally needed to help 
win the war! 

But we are ready to give you prompt service on 


your war orders—to help you interpret priority 





orders—to give you every assistance in sales activ- 
ities that will steer us straight through this war to 
a sound peace later. 

When that sort of Victory is won, we will serve 
you again as we always have . . . with builders’ 
hardware that makes arly home a better place to 
live in . . . with new developments that will out- 
rank even those Lockwood has given you in the 
past ten years. 
You tell us... are we right, or are we 


cockeyed ? 


LOCKWOOD HARDWARE MFG. CO., Fitchburg, Mass. 


Division of Independent 


PATRICIAN 





POLYFLEX MORTISE LOCK 


BOR-LOC 


Lock Company 


UNIFAST CAPE COD SUPER CLOSER 





EDITOR'S NOTE: — Hard- 
ware dealers will find the 
booklet entitled “Regula- 
tions for Retail Stores—for 
Blackouts — Air Raids” 
very helpful. It may be 
obtained from U. S&S. Office 
of Civilian Defense, 
Washington, D. C. 


HE problem of how 
to minimize danger to massed 
groups of people in stores during 
enemy air raids requires careful 
consideration. Obviously, there is 
danger of a greater number of per- 
sons being injured in such con- 
centrated groups than there is 
when they are scattered. The 
danger of panic is also more acute 
when they are gathered together. 

The responsibility for the pro- 
tection of employees, patrons, and 
property in stores rests directly 
upon the management. It is in- 
cumbent upon the merchant to or- 
ganize, train his personnel and to 
cooperate closely with the local 
Citizens’ Defense Corps. Although 
most stores may be closed on every 
night with the exception of Satur- 
day, they are by no means immune 
from the danger of air raids. It is 
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The Responsibility of 


During Blackouts— 


quite possible that daylight raids 
may be staged. 

The organization outlined here 
is considered minimum for stores 
maintaining a paid personnel of 
50 or more. For stores with small- 
er staffs it may be practical to 
combine some of these activities. 
For example, a smaller store may 
have but one employee in control 
of all power switches and valves. 


Among the Responsibilities of 
Store Owners Are 
the Following: 
1—To provide the mechanical 
means by which all warnings may 
be received promptly and the ap- 








“Provide the means by which 


appropriate warnings may be 
transmitted immediately.” 





propriate warnings may be trans- 
mitted immediately to personnel 
and patrons in the store. 

2—To make certain that the 
blackout of the store can be effect- 
ed rapidly and completely. 

3—To prepare an emergency 
lighting system which will not af- 
fect the blackout, but which will 
provide a necessary minimum of 
light and prevent confusion among 
personnel and patrons. 

4—To prepare signs and direc- 
tions in the store that patrons and 
personnel can follow to safety 
zones. 

a—This includes blackout-test- 
ed, illuminated signs. 

b—Blackout-tested illuminated 
routes. 

c—Trained guides for patrons 
to “safety zones” or emergency 
exits. 

5—To select “safety zones”— 
areas of certain floors in the store, 
selected because of their compara- 
tive immunity from the effects of 
bombing. 

6—To organize emergency com- 
munications, signaling and mes- 
senger systems. 

a—Within the building. 

b—To the “zone warden.” 

7—To make safety provisions 
for furnace boilers, gas tanks. 
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| Store Owners and Managers 
During Air Raids 


stocks of inflammable merchandise 

and vital points. 
8—-To appoint a 

team” from personnel. 


“ 


store defense 











“Exits and emergency exits 
must be designated and the lat- 
ter created wherever desirable.” 


9—To organize the training of 
the “store defense team.” 

10—To provide equipment for 
the building and the team. 

It is very important that each 
retail store organize a store de- 
fense team, prepare an organiza- 
tion plan and discuss it with zone 
warden or commander of the Citi- 
zens’ Defense Corps. This program 
would cover the appointment of 
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Blackouts are certain— 
air raids are possible 
and the hardware dealer 
must be ready for them 


wardens from among the store's 
employees and the instruction of 
these individuals in their duties 
during blackout and air-raid emer- 
gencies. 

In most instances, a course of 
training would be very much in 
order for employees appointed to 
various posts and they should be 
encouraged to take courses of in- 
struction pertaining to their par- 
ticular jobs. When the training 
is completed, the store defense 
team should continue a practice 
schedule that will keep the group 
members on their toes at all times. 

Store defense teams have spe- 
cific duties to perform before an 
air-raid, during it, after the raid, 
and in case the building is hit with 
a high explosive or incendiary 
bomb. Safety of patrons and per- 
sonnel is most important and all 
precautions should be taken to in- 
sure it. Complete details on the 
part each member of the store de- 
fense team should play will be 
found in the booklet on “Regu- 


lations for Retail Stores—for 
Blackouts—Air-Raids” mentioned 
earlier in this article. 


Store Equipment 
Certain equipment is necessary 
if the personnel of a store is to 
execute its responsibilities during 


(Continued on page 69) 











“Protective walls should be 
erected around boilers, gas 
tanks, switches, boxes, etc., 
to guard against blasts.” 











These Firms Find Profits 


There Are No Present Shortages in 


Nulan’s Features Wooden Chairs and Stools 


A J. NULAN. hardware, Ypsi- 
e lanti, Mich., has developed 


a very satisfactory volume of wooden 
high chairs and stools during the 
past eight years. Today, this is one 
line not affected by priorities o1 
other defense activities. This mer- 
chandise is shown at the front of the 
store and is seen by everyone com- 
ing through the entrance. 

These articles usually are ar- 
ranged along the back of the win- 
dow. A wide variety of styles, types 
and finishes is carried. High chairs 
sell for as much as $8.75, and the 
better quality units are the more 
popular with the customers of the 
store. 





Wooden high chairs and stools are shown at the front 
of the store where customers are sure to see them. 


Display of Baby Goods Gets Results for Kirchner 
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This open back display of baby goods received day and night attention. 





HIS baby goods window dis- 

play stopped people passing 
Kirchner Hardware & Model Sup- 
ply Co., Youngstown, Ohio. H. L. 
Kirchner says, “We made quite a 
few sales of these items right after 
Christmas and put in this merchan- 
dise as a substitute for items which 
were no longer available. In less 
than three weeks we sold $57 worth 
of this equipment as the result of 
window displays. The display was 
first used in a side street window 
and then was moved into one of the 


front windows of the store for an- | 


other week. 

“Our best seller is a $5 standing 
swing. Most of the items in this 
display are priced from $1 to $5 
each with the dollar sellers most in 
demand. We found that people 
looked at this window whether the 
store was open or closed because 
the baby items were featured. They 
appeal mostly to middle class peo- 
ple, who will buy these lines for 
their youngsters because they are 
now making more money than they 
were last year.” 
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in Non-Priority Merchandise 


These Lines. Why Not Feature Them? 


Barker Has Five Annual Turnovers in Pottery 

















This table display of popular priced pottery attracts 
attention because of the variety of colors featured. 


Special Seed Table Builds Sales for Reber 


M. McK. REBER, or Blooms- 

burg, Pa., converts a regular 
display table into a special seed dis- 
play for the early spring and sum- 
mer months. The change over is 
made easily and, after the seed sea- 
son, the special attachments are re- 
moved and the table is again used 
for other regular merchandise 
throughout the year. 

Several special fixtures are added 
in order to convert the regular table 
into the seed display. A row of bins 
is hung beneath the table top at the 
front. This fixture is held in place 
by angle irons screwed to the table 
rub rail. Another row of bins is 
placed on the table top at the rear 
and another section of bins is lo- 
cated above this and supported on 
pipe legs, approximately 10 in. high. 
A narrow shelf runs along the top 
of the latter fixture and 22 quart 
jars can be placed on it. 

A scale for weighing small quan- 
tities of seed is located in the center 
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of the table at the front and 20 
quart jars for seeds are located on 
either side of it. 

On the floor beneath the table are 


IVE turnovers a year on a $100 

stock of popular priced, col- 
ored pottery is the record for 
Barker Bros., in Newark, N. Y., 
a farm district town of 7000. Items 
in this line are priced from 15 cents 
to $2 for individual pieces, although 
many sales are made in complete 
services in color combinations se- 
lected by the customer. 

This line is in demand for show- 
ers, bridge parties and similar occa- 
sions. Since they are always shown 
toward the front of the store these 
pottery numbers are always before 
the customers. 

Howard Barker says, “We give 
price lists to our customers when- 
ever they make a purchase of pot- 
tery. .Having this line brings many 
younger married couples to the 
store. Men often buy some pieces 
for gifts for their wives” 


cans for various types of grass seed. 
A total of 88 different varieties of 
seeds are shown without difficulty 
on this 7-ft. fixture. 





Special fixtures added to this regular display table convert it 
into a seed display. Scale for weighing seeds is on table top and 
a fixture for paper bags is attached to the bins along the front. 
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How to Merchandise 





fh 
HER E is a good 


market for wallpaper in every 


community, whether it be a new 
development or an established sec- 
tion or a community which is en- 
joying a defense building boom. 
Wallpaper is steadily increasing in 
popularity, and even if every home 
in your area has papered walls 
there will still be a large market 
for replacements. And there are 
also many homeowners who will 
have perfectly good paper re- 
moved and replaced merely be- 
cause they desire to make a change. 

Now that automobile travel for 
pleasure has been curtailed to a 
considerable degree, more and 
more people will have time to in- 
augurate “fix-up” campaigns in 
their homes. In many cases, the 
matter of re-papering will be in- 
cluded in their plans. 

Critical lists are affecting an 
ever increasing number of lines 
and items handled by hardware 
stores and wallpaper sales provide 
the dealer with an excellent op- 
portunity for taking up some of 
the slack. Wallpaper is a line def- 
initely related to the hardware 
field and represents a decidedly 
logical addition for stores which 
may not be handling it at the pres- 
ent time. Best of all, it is a line 
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“Critical lists are affecting an 


ever increasing number of lines 


and wallpaper sales provide the 
dealer with an opportunity for 
taking up some of this slack” 


that will attract more women to 
the store and women will do an 
even greater percentage of the 
spending in retail stores as the 
war increases in intensity. 

Harpware AGE presents the fol- 
lowing suggestions to assist more 
hardware dealers enjoy worth 
while volume and profit through 
the selling of wallpaper: 


Here’s How to Sell ‘Em! 


1—Study customers’ tastes 


A pattern that would cause one 
housewife’s eyes to sparkle might 
make another with opposite tastes 
shudder. Therefore, a_ careful 
study of the tastes of your cus- 
tomers and prospects is desirable. 
In a neighborhood where light col- 
ored paper, with or without fig- 
ures, is in demand the dealer 
would do well to stock that type 
of merchandise in greater propor- 
tion than darker numbers. He 
might do well when planning to 
take on new patterns to consult 
with several ladies of entirely dif- 
ferent tastes in order to find out 
which numbers they like and dis- 
like. 


2—Have plenty of pattern 

books 

Because many-people want to 
take pattern books to their own 
homes before making selections, it 
is desirable to have as many pat- 
tern books as possible. Wallpaper 
manufacturers issue sample books 
showing their entire lines and will 


also make up books of just the pat- 
terns a dealer wants to handle. It 
is well for a dealer to have several 
copies of both types of books and 
to make sure that customers un- 
derstand that his own stock is rep- 
resented in the one and the maker’s 
entire line in the other. 


3—Display samples promi- 
nently 
Many hardware dealers having 
wallpaper departments display sev- 
eral dozen samples on the wall 





“It is desirable to have as 
many pattern books as possible.” 


near the front of the store. Some 
stores have these samples mounted 
on cardboard. Others fashion a 
loop from a sample, and keep a 
complete roll of the paper right in 
the loop so that a customer can 
examine the pattern more care- 
fully. Whether loop type samples 
or mounted samples are used they 
should be easily removed so that 
the customer can readily examine 
them at close range. 
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Wallpaper 


By KENNETH A. HEALE 


Associate Editor 
of Hardware Age 


4—Carry several grades 
While the dealer would obvi- 


ously feature those qualities for 
which the demand is greatest, he 
would do well to carry some pat- 
terns in practically all price 
ranges, including patterns designed 
especially for youngsters’ rooms. 


5—Show related lines 


Show paste, brushes, knives and 
other items used in applying wall- 
paper near this particular section. 
The related merchandise sales will 
help increase your profits. 


6—Maintain some form of 

showroom 

Not all stores are so arranged 
that a separate room or space may 
be devoted to wallpaper. However, 
it is well to have a comfortable 
and somewhat isolated place for 
showing prospective purchasers 
this line. Good seating arrange- 
ments with a table for spreading 
samples and good lighting equip- 
ment are highly desirable. A cus- 
tomer will not often make a speedy 
selection. Therefore, the greater 





“Since they are related lines 
some wallpaper samples should 
be near the paint department.” 
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the privacy for discussing costs, 
patterns, etc., the greater the pos- 
sibility of making more sales of 
the higher priced lines. Some 
dealers have these showrooms on 
an upper floor, or on a mezzanine. 


7—Show near your paint 

department 

Since they are related lines, 
some wallpaper samples should be 
displayed near the paint depart- 
ment. In fact, having the two de- 
partments right next to each other 
is desirable if a separate room is 
not available. If this is done a 
wallpaper customer might be in- 
duced to buy paint for those rooms 
which she does not want papered. 
And customers buying paint for 
certain rooms might be interested 
in wallpaper for other parts of 
their homes. 


8—Know your builders 


Knowing local builders and 
architects can be a big help in get- 
ting wallpaper leads. If a builder 
is putting up some homes on a 
speculative basis it would be well 
to offer your assistance in select- 
ing paper patterns. If a house is 






being built, getting in touch with 
the owner can lead to sales of wall- 
paper, paints and such items as 
floor coverings, kitchen equipment, 


etc. 
9—Tell customers how 


Be able to tell your customers 
the proper way to install wall- 
paper. And be sure they know 
how t6 use the tools and materials 
required. 


10—Know local decorators 


Many painters and decorators 
would rather buy their wallpaper 
supplies from a hardware dealer 
than keep their own stock. Being 
on good terms with local decora- 
tors, who do not stock wallpaper 
and do not want to bother order- 
ing it, can build real sales for your 
department. When a customer se- 
lects paper and wants a decorator 
for the job you are building good 
will by being able to recommend 
a reliable one. 


11—Note prospect's interest 


When a prospect shows particu- 
lar interest in certain patterns 
stocked by your store make a note 
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of that fact. Then if the prospect 
does not buy within a reasonable 
time follow up by personal call, 
telephone call or letter. 


12—Record customers’ pur- 
chases 
When a customer fancies a pat- 
tern but cannot make up her mind 
tell her the names of other ladies 





“Have your man note the homes 
he visits that need wallpaper.” 


who have bought that pattern. By 
keeping such a record you may be 
able to make sales of that pattern. 


13—Enlist your delivery man 


Your delivery man will not or- 
dinarily see very many rooms of 
the homes to which he delivers 
merchandise. However, there are 
instances in which he will be asked 
to place a bulky item in a room 
other than the kitchen. Sometimes 
he will even visit rooms on upper 
floors. Have your man note the 
homes he visits which need new 
wallpaper. 


14—Check realty men 


Good leads may often be ob- 
tained from realty men. When an 
old home is sold or rented to new 
occupants there is a market for 
wallpaper. Other leads may de- 
velop for the sale of a variety of 
household needs as a result of such 
checking. 


15—Show customers your 
stock room 


Whether or not your racks of 
wallpaper are near your more 
formal display, it is well to en- 
courage customers to visit your 
stock room. The sight of well 
stocked racks of wallpaper helps 
show your prospects and custom- 
ers that your store really is in the 
wallpaper business and has a well 
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rounded stock and it is not neces- 
sary to say, “I can get it for you.” 


16—Offer to show ‘em at home 


When you get a lead for wall- 
paper sales, and the prospect is 
not particularly anxious to visit 
your store to examine pattern 
books, seek permission to take the 
books to her home. Many decora- 
tors. who maintain their own 
stocks, follow this plan. 


17—Watch other stores 


Many stores in your community, 
such as restaurants, ice cream par- 
lors, taverns, beauty shops, mil- 
linery stores, women’s specialty 
shops, etc., can be sold appropriate 
patterns of wallpaper. Some of 
their owners will have to be sold 
on the idea. Others will merely 
have to be reminded that you can 
fill their wallpaper needs. 


18—Trade up 
While you should stock both the 


lower and higher priced grades, 


always try to get prospects to cen- 
ter their interest on better quality, 
higher priced numbers. Many 
prospects, in the market for wall- 
paper, have rather vague ideas as 
to what they want to spend. This 
is particularly true of people plan- 
ning to do their own work who 
have previously had their paper- 
ing work done by decorators. 


19—Advertise your line 


Many hardware stores are tak- 
ing on wallpaper this year for the 
first time, as a result of shortages 
in other lines occasioned by pri- 
orities demands. Many of the 
homeowners in your community 
may be accustomed to obtaining 
wallpaper needs from other local 
outlets or from concerns far from 
your town. You must advertise 
the line and must feature the fact 
that “doing your own papering” 
will save money. And you can add 
that “we'll show you how to do 
it.” 


Plenty of Color in This Spring Window 


ARDEN and lawn goods were 

featured in this window dis- 
play installed by Edward Dooks, 
displayman, for John G. Ferres Hard- 
ware Co., Inc., Johnstown, N. Y. 
Pedestals were constructed from buff 
colored corrugated paper. The spe- 


A decorative background and display cards added color to this display. 


cial spring background was_pur- 
chased from the Maharan Fabrics 
Co., New York, N. Y. Backgrounds 
of this type are used frequently in 
this firm’s windows and cost from 
$3.00 to $6.00. Gray linoleum with 


a black border was used on the floor. 
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Because of the wire used, there has been some curtailment in the 
manufacture of artificial flowers but many are still available. 


This attractive 
window resembles 
that of a flower 
shop despite the 
fact that there 
is kitchen equip- 
ment in the back- 
ground. It was a 
February display. 


$1200 a Year in Artificial Flowers 


And the Service Hardware Co., 
Dunkirk, N. Y., turns its $150 
stock eight times annually 


A wo T eight turn- 


overs a year on a $150 stock of 
artificial flowers are enjoyed by 
Service Hardware Co., Dunkirk, 
N. Y. Having a good variety, 
showing them in the store and in 
a show window are the reasons 
for this decidedly worth while vol- 
ume. The best part of all is that 
these flowers are sold only in bou- 
quets, priced mostly from $1.25 to 
$1.95, with a good markup. 
Artificial flowers were first put 
in stock about three years ago 
when M. H. Mortson found that 
his customers were buying this 
(Continued on page 84) 


Typical of the store’s artificial 
flower displays, which vary with 
the season, is this one located 
amid the gift and utility items. 
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By A. J. KWITEK 
Chief, 
Hardware and Mill Supply Unit 


Office of 


ENERAL price con- 
trol has become necessary to win 
the war. Inflation of prices is sap- 
ping the effectiveness of our war 
effort—making impossible the full 
mobilization of our 
sources. 

Despite the fact that the Office 
of Price Administration has now 


national re- 


spread ceilings over some 50 per 
cent of the wholesale price struc- 
ture, upward pressures are now so 
great that prices are rising all 
along the line—at retail, at whole- 
at the manufacturing 
Complete mobilization for 
national survival demands that 
this inflation be halted, and halted 
now. General price control, with 
the collateral programs involving 


sale and 
level. 


taxes and wages, is the means to 
this end. 

General price control is a part, 
and a vital part, of a larger Gov- 
ernment program for total 
trol of inflation during the war. 


con- 


This larger program includes, as 
well, a national wage policy, a 
national profit policy, a national 
tax policy, and a national savings 
policy—in short it includes all 
measures required to bring con- 
sumer purchasing power into bal- 
ance with supply of goods avail- 
able for consumption. 


The Upsurge of Prices 
and Its Effects 
The critical nature of the price 
situation today can be seen at a 


*From a talk before the Triple Mill 
Supply Convention, Atlantic City, N. J.. 
1942. 


May 5, 


30 


Price Administration 


glance. Since the outbreak of the 
war in September, 1939, a period 
of 30 months, prices of basic raw 
materials have increased 66 per 
cent, wholesale prices 31 per cent 
and retail prices 25 per cent. But 
one-half of the raw material price 
increase, two-thirds of the whole- 
sale and three-quarters of the re- 
tail price have taken 
place during the past 12 months. 
These 
accelerated pace. 

Rising prices are forcing the up- 
ward of war 
and increasing the cost of the war. 
The last war cost this country 31 
billions of dollars. Of this 13% 
billions represented not ships and 
guns, but inflated prices. Inflation 
added 131% billions to our last war 
bill. The rise of prices since Sep- 
1939, has already in- 
creased the prospective cost of this 
war by more than the total cost of 
the last war. If the present rise in 
prices were permitted to continue, 
it would add at least 50 billion 
dollars to the cost of the war by 


the end of 1943. 


increase 


increases continue at an 


revision contracts 


tember, 


The Ways of Inflation 


In all these ways and many 
more, inflation is undermining the 
war effort, is hampering war pro- 
duction, is multiplying the diff- 
culties of financing the war. It is 
creating unrest and _ division 
among our people. Unless checked, 
it may lose the war; but un- 
checked, it will certainly lose the 
peace. No industrialized country 
can expect inflation without defla- 
tion, and deflation always brings 
disaster. 






OPA’s General Price 





A. J. KWITEK 
8 
Our experience of the inflation- 


ary period following the first 
World War bears this out. Wage 
rates and employment both col- 
lapsed; the index of farm prices 
dropped from 244 to 11 in one 
In 1920 it took ap- 
proximately four bushels of corn 
to pay the interest and taxes on 
a mortgaged acre of land in Iowa: 
in 1921 it took approximately 12 
bushels. Hundreds of thousands 
of farmers lost their farms and 
life savings. 

Falling prices and foreclosures 
for farmers brought the collapse 
of industrial and_ wide- 
spread bankruptcy for business. 
During the 12 months industrial 
prices dropped from 174 to 97. 
Because of this decline business 
firms had to write down their in- 
ventories by nearly 11 billion dol- 
lars. Business bankruptcies in 
1921 were almost double those of 
any previous year in our history. 
This was deflation. 

I shall try to give you answers 
to the questions I think you are 
mostly concerned with right now. 


When I have finished, I shall try 


year’s time. 


prices 
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Control Plan 


to answer any questions anyone 
may wish to ask. 

Because the price ceiling regula- 
tion was just issued last week, I 


* 


Its purpose, application and 
administration and the an- 


swers to pertinent questions 
in the minds of distributors 


am sure many of you are confused 
and probably no two men _ here 
have the same interpretation of 
the provisions of the ruling. 


* 


Questions and Answers 
on General Price Ceiling 


QUESTION 1: Why was the general 
ceiling regulation issued? 

ANSWER: Price behaviour in the 
last few months required that the ac- 
tion on prices be general and cover 
practically all lines. Price increases 
themselves have become general. They 
were no longer confined to certain in- 
dustries, to certain levels of production 
or to certain stages of distribution. 
The inflationary pressure was reaching 
into every market place and affecting 
every price. 


QUESTION 2: What prices are cov- 
ered by the regulation? P 

ANSWER: Nearly all prices charged 
by retailers, wholesalers, manufactur- 
ers and producers of raw materials. 
The only important cost-of-living ex- 
clusions are certain food products. 


QUESTION 3: What are ceiling 
prices? 

ANSWER: In general, the highest 
prices charged during March, 1942. 


QUESTION 4: What about special 
discounts extended to preferred or 
class customers. 

ANSWER: (1) The highest price 
which the seller charged for a com- 
modity delivered or service supplied 
by him during March, 1942; or 

(2) If the seller made no such de- 
livery or supplied no such service dur- 
ing March, 1942, his highest offering 
price for delivery or supply during that 
month. 

No seller shall change his customary 
allowances, discounts or other price 
differentials unless such change results 
in a lower price. The “highest price 
charged” shall be a price charged dur- 
ing March, 1942, to a purchaser of the 
same class. But if during March, 1942, 
a seller (a) had an established prac- 
tice of making allowances, discounts 
or price differentials to different classes 
of purchasers, and (b) raised his gen- 
eral level of prices, but thereafter dur- 


MAY 28, 1942 


ing March, 1942, made no delivery to 
any purchaser of a particular class, he 
shall, for that particular class of pur- 
chasers calculate the highest price 
charged by taking the highest price 
charged during March, 1942, to a pur- 
chaser of another class and then adjust- 
ing such price to reflect his established 
allowances, discounts and price differ- 
entials. 


QUESTION 5: What about sale tax? 

ANSWER: (1) If the seller custo- 
marily stated and collected such tax 
separately from the purchase price dur- 
ing March, 1942, the seller shall not 
include the tax in determining the 
maximum price under this regulation, 
and in such case may collect the tax 
in addition to the maximum price. 

(2) If the seller did not customarily 
state and collect such tax separately 
from the purchase price during March, 
1942, the seller shall include the tax 
in, determining the maximum price 
under this regulation, and in such case 
may not collect the tax in addition to 
the maximum price. 


QUESTION 6: What about taxes 
which become effective after March 31, 
1942? 

ANSWER: If the statute or ordi- 
nance levying such tax requires or per- 
mits the seller to state and collect the 
tax separately from the price paid by 
the purchaser, and the seller does sepa- 
rately state it, the seller may collect 
the tax in addition to the maximum 
price. 


QUESTION 7: Can you sell at prices 
lower than those of March, 1942? 

ANSWER: Lower prices than those 
established by this regulation may be 
charged, demanded, paid or offered. 


QUESTION 8: What about new price 
lists issued during March, 1942, where 
seller accepted orders at lower prices, 
shipments to be made during April? 


ANSWER: Price list issued during 
March cannot be used. Seller must 
continue old prices in effect before 
price list was issued. 


QUESTION 9: Is an industrial dis- 
tributor classed as a retailer because 
the industrial plants he sells to do not 
resell the products they buy? 

ANSWER: No. But he comes under 
the ceiling regulation because it covers 
all sellers. 


QUESTION 10: Must you keep a rec- 
ord of your sales? 

ANSWER: Every person selling com- 
modities or services for which, upon 
sale by that person, maximum prices 
are established by this regulation, shall: 

(a) Preserve for examination by the 
Office of Price Administration all his 
existing records relating to the prices 
which he charged for such of those 
commodities or services as he delivered 
or supplied during March, 1942, and 
his offering prices for delivery or sup- 
ply of such commodities or services 
during such month; and 

(b) Prepare, on or before July 1, 
1942, on the basis of all available in- 
formation and records, and _ therefore 
keep for examination by any person 
during ordinary business hours, a 
statement showing: 

(1) The highest prices which he 
charged for such of those commodities 
or services as he delivered or supplied 
during March, 1942, and his offering 
prices for delivery or supply of such 
commodities or services during such 
month, together with an appropriate 
description or identification of each 
such commodity or service; and 

(2) All his custemary allowances, 
discounts, and other price differentials. 

Any person, other than a person sell- 
ing at retail, who claims that substan- 
tial injury would result to him from 
making such statement available to any 
other person, may file it with the ap- 
propriate field office of the Office of 
Price Administration. The information 
contained in such statement will not be 
published or disclosed unless it is deter- 
mined that the withholding of such in- 
formation is contrary to the purposes 
of this regulation. 


Current Records 


Every person selling commodities or 
services for which, upon sale by that 
person, maximum prices are established 
by this regulation shall keep, and make 

(Continued on page 82) 
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Limited Production of Cooking— 


New order concentrates the manufacture of 
non-electric, cooking-heating stoves among 


“smaller companies.” 


Only one model of a 


permitted type will be made. Two million 
to be produced; 75 per cent of these for 
civilian use. 


; PB has issued an 


order permitting the civilian pro- 
duction of a limited number of 
simplified and light weight domes- 
tic cooking appliances by smaller 
companies. In taking this action 
by Order L-23-c, effective May 15, 
the board for the first time adopt- 
ed the principle of “concentration 
of production” and ordered an end 
to the manufacture of these appli- 
ances by large producers after July 
31 and turning the job over to 
small producers. It was estimated 
that the order will conserve about 
350,000 tons of iron and steel an- 
nually. 

The order designates 39 “labor 
shortage areas” in 15 states. Any 
firm, large or small, located in 
these areas must discontinue pro- 
duction of cooking and heating 
stoves after July 31. 

WPB’s Plumbing and Heating 
Branch, which is administering the 
order, estimates that there are at 
present approximately 1,200,000 
new stoves in existence, that in the 
period to July 31 an additional 
800,000 will be produced and that 
the total of 2,000,000 stoves is ex- 
pected to satisfy the essential re- 
quirements for at least a year. In 
a normal year there are produced 
approximately 4,000,000 cooking 
stoves and 3,500,000 heating 
stoves, representing a total volume 
of $215,000,000. 

The order covers the entire 
cooking appliance industry (except 
electric), and the entire domestic 
heating stove industry (except 
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electric) and _ establishes three 
classes of manufacturers whose 
factory sale value applies to both 
domestic sales and exports: 

Class A—Those whose factory 
sales value for the year ended June 
30, 1941 totaled $2,000,000 or 
more. 

Class B—Those whose factory 
sales in the same period totaled 
less than $2,000,000, and who are 
located in labor shortage areas. 

Class C—Those whose sales in 
the same period totaled less than 
$2,000,000 and who are not lo- 
cated in labor shortage areas. 

Eleven general restrictions are 
set up by the order: 

1.—After July 31, no person is 
permitted to manufacture any do- 


‘ 


mestic cooking appliances except 
“permitted types.” The order de- 
fines permitted type gas ranges, 
gas hot plates, coal and wood 
ranges, combination ranges, kero- 
sene ranges, gasoline ranges, kero- 
sene stoves, gasoline stoves, kero- 
sene table stoves, gasoline table 
stoves, and portable ovens. Sim- 
plification and reduction in weight 
is ordered for each permitted type 
or unit. 

2—After July 31, Class A and 
Class B manufacturers may not 
produce any domestic cooking ap- 
pliances or any domestic heating 
stoves. 

3—During the period Jan. | to 
July 31, 1942, Class A and Class 
B manufacturers may use in do- 
mestic cooking appliances no more 
than six times the average monthly 
consumption of iron and steel in 
the year ended June 30, 1941. 

4—During the period May 15 
to July 31, Class A and Class B 
manufacturers may use in domes- 
tic heating stoves no more than 
three times the average monthly 
amount used in the base period. 


5—Effective May 15, Class C 


* * 


\ a the object of 


assisting the nation’s 1,900,000 re- 
tail establishments which must dis- 
play “ceiling prices” for many 
articles beginning Monday, May 18, 
under the General Maximum Price 
Regulation, the Retail Trade and 
Services Division of the Office of 
Price Administration has released 
the following information in ques- 
tion and answer form: 


Q—W hat merchandise must carry 
a posted maximum price in a retail 
store? 

A—On and after May 18, the 


maximum prices of all items listed 


as “cost-of-living commodities” in 
Appendix B of the General Maxi- 
mum Price Regulation must be pub- 
licly and prominently posted or 
marked in every retail establishment 
dealing in any of these things. 


Q—-What about those items that 
come under the ceilings but are not 
contained in the “cost-of-living list” ? 

A—While the retailer is required 
to determine his maximum prices 
for these items and to charge no 
more, he does not have to post his 
ceiling prices. 


Q—Is the retailer required to in- 
dicate ceiling prices for merchandise 
on display in show windows or ad- 
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manufacturers of domestic cook- 
ing appliances are limited to a 
monthly iron and steel use of 70 
per cent of monthly average use 
during the base period. 

6—Effective May 15, Class C 
manufacturers of domestic heat- 
ing stoves are limited to a monthly 
iron and steel use of 50 per cent 
of the monthly average use during 
the base period. 

7—After July 31, the average 
weight of iron and steel used per 
unit by any manufacturer of do- 
mestic heating stoves must not ex- 
ceed 70 per cent of the average 
weight of iron and steel per unit 
produced during the base period. 

8—After July 31, the average 
weight of iron and steel used per 
unit by any manufacturer of per- 
mitted types of coal or wood 
ranges must not exceed 70 per 
cent of the average weight of iron 
and steel per unit produced during 
the base period. ; 

9—After July 31, no manufac- 
turer of domestic cooking appli- 
ances is permitted to produce more 
than one model of permitted type 
gas range. 





* * 


of Maximum Prices 


vertised in newspapers and on the 
radio? 

A—No. He must display ceiling 
prices only in the part of the store 
where merchandise is actually of- 
fered for sale. 


Q—What form must the price 
posting take? 

A—For “cost-of-living” items, 
maximum prices must be identified 
as “Ceiling Price . . . $——.——” 


or the retailer may use “Our Ceiling 








Q—Does the “Ceiling Price” have 
to be marked on each individual 
item of merchandise falling within 
a “cost-of-living commodity” class? 
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Heating Stoves Permitted 


10—Permitted types gas ranges 
must be manufactured so as to 
comply with the performance and 
safety requirements set forth in 
the American Emergency Stand- 
ard Approval Requirements for 
Domestic Gas Ranges Z21,ES 1942. 

11—Use of any iron or steel in 
the production of cover tops or 
lids for the cooking surfaces of 
domestic cooking appliances or the 
production or assembly of any do- 
mestic cooking appliances equip- 
ped with such cover tops or lids 
is prohibited. 

Of the production of permitted 
types by firms which will continue 
to manufacture cooking and heat- 
ing stoves, approximately 75 per 
cent will be available for civilian 
use. 

* * * 

The labor shortage areas are as 
follows: 

Alabama—Huntsville. 

California—Beverly Hills, Cul- 
ver City, Huntington Park, Irving- 
ton, Los Angeles, Monrovia, North 
Hollywood, Oakland, Petaluma, 


San Francisco, San Rafael. Stock- 


ton. 






A—Not necessarily. A_ retailer 
may use a simpler means of mark- 
ing wherever that is practical. The 
regulation permits a storekeeper to 
mark the ceiling price on the shelf, 
bin, rack or other holder or con- 
tainer where the goods are dis- 
played. Ceiling prices also may be 
posted on a list at or near the point 
of sale, but the merchandise to 
which such posted prices refer must 
be clearly identified. 


Q—How may the ceiling price be 
displayed for a single price line of 
merchandise—as, for example, a 
table containing only 89-cent men’s 
work shirts, or a rack containing 
only $1.98 infants’ dresses? 
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Connecticut — Hartford, N ew 
Britain. 

Indiana — Indianapolis, South 
Bend. 

Kansas—Wichita. 

Maine—Portland. 

Maryland — Baltimore, Perry- 
ville. 

Michigan—Milan. 

New Hampshire—Salmon Falls. 

New Jersey—Cranford, Newark, 
West Berlin. 

New York—North Tonawanda. 

Ohio—Akron, Cleveland, Mas- 
sillon. 

Oregon—Portland. 

Pennsylvania — Erie, Lansdale, 
Middletown, Philadelphia, Potts- 
town, Royersford. 

Washington—Everett, Seattle. 

The Plumbing and Heating 
Branch estimates that 92 com- 
panies out of a total of 245 affect- 
ed by the order will be required 
to discontinue stove manufacture 
after July 31. 





A—Whenever a line of goods sell- 
ing at one price is displayed to- 
gether, and kept separate from any 
other line of goods, one sign show- 
ing the ceiling price for these items 
is sufficient. This applies to all 
cost-of-living items and makes a 
separate price label on each article 
unnecessary, regardless of whether 
or not they are marked by an as- 
terisk in Appendix B. 


Q—Where items in several price 
lines are offered for sale together— 
as for example, a rack of men’s 
suits priced at $25, $30 and $35— 
how should the ceiling prices be 
displayed? 

A—If the merchandise falls in 
one of the classifications marked by 
an asterisk in Appendix B, maxi- 
(Continued on page 67) 



















The purpose of this club is to 
exchange ideas and nformation. 
Take part by submitting your 
successful deas for publication. 


OU will find many inter- 

, esting reasons supporting 

the view that all merchan- 
dise in windows should be priced, 
and just as many reasons why 
merchandise in windows should 
not be priced in the following 
prize-winning and honorable men- 
tion articles. These are all entries 
in the April Idea Contest. Every 
reader will agree that the members 
of the club gave considerable time 
and thought to the subject. Some 
even went so far as to make actual 
tests before reaching their final 
conclusions. 

However, the large majority 
(72 per cent) of members par- 
ticipating in this discussion were 
of the opinion that all merchan- 
dise in window displays should be 
priced. Only 28 per cent of the 
contestants favored the policy of 
not pricing this merchandise. 


More Repeaters 


All of the major prize winners 
in the April Idea Contest have re- 
ceived major prizes or honorable 
mention awards in former con- 
tests. This proves the fact that the 
more you work at these contests 
the better you become and the 
more cash you win. 

This is the first time that Club 
Member Jacobs has been in the 
winners’ circle although one of his 
entries received an “honorable 
mention” award in the September 
Idea Contest. 


Member Larson and Member 
Olsen have won major cash awards 
before. Miss Larson’s entry in the 
March contest won second prize 
and Mr. Olsen’s entry in the Feb- 

ruary contest was 
awarded the 
first prize. Keep 
plugging away. 
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Pricing Merchandise in Show Windows 


Every member has had to work 
out ideas for selling the new mer- 
chandise which every hardware 
store has added this year. Other 
members of the club would be 
interested in knowing of your ex- 
periences. We are always anxious 
to receive ideas of this type. As a 
matter of fact, publishing such in- 
formation is one of the purposes 


for which the club was formed. 

So, let’s have some of your re- 
sult-producing sales ideas about 
the new lines which have been 
added in your store. HARDWARE 
Ace will pay you $1.00 for every 
idea accepted for publication. 
Here’s extra income for those who 
want to go after it and it’s worth 
going after. 





The Winners of the 
April Idea Contest 


Acting as judges the editors of HARDWARE AGE have 
selected the following first, second, and third prize winners 
of the April Idea Contest which called for the answer to the 


following: 


“Should merchandise displayed in show win- 
dows be priced or is it better to omit such in- 
formation?” Give several reasons for your 


views. 


FIRST PRIZE—$5.00 
Won by 


LESLIE E. JACOBS 
Elms Hardware Co., 
Auburn, Me. 


“I firmly believe that all mer- 
chandise displayed in show win- 
dows should be priced. To prove 
my contention, I recently made a 
window display of 47 different 
items from stock and none of 
these items were priced. Seven 
sales resulted during the first 
week. 

“The next week every item in 
the window was priced. During 
that week 105 sales resulted. In 
my opinion, customers observing 
windows look first at the goods 
and then the price. If the price 


is reasonable, many customers will 
come in and buy at the time, or 
may make a mental note of it and 
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then plan to make the purchase 
later on when the item is needed. 
Prices on the merchandise in win- 
dows give customers confidence in 
the store and its merchandise. 
This is essential to the success of 
any business.” 
x * * 


SECOND PRIZE—$3.00 
Won by 
MARTIN OLSEN 
Warner Hardware Co., 
Minneapolis, Minn. 

“All merchandise in show win- 
dows should be priced for the fol- 
lowing reasons: (1) Why be con- 
sidered ‘high priced’? Customers 





MARTIN OLSEN 


will think you are if you're afraid 
to price articles. (2) Why not 
‘close’ the sale of articles displayed 
to people who shop your windows 
when the store isn’t open? Many 
of them will unconsciously say, 
‘lm coming down tomorrow to 
get one of those.’ (3) Why not 
make it easier for salespeople in 
the store? A customer who was 
stopped by the window, gets ‘sold,’ 
comes into the store, and says, ‘I 
want one of those $2.00 hammers 
on display in the window’. Mod- 
ern merchandising means pricing 
of displayed goods, both in win- 
dows and on counters of the 
store.” 


THIRD PRIZE—$2.00 
Won by 
IDA S. LARSON 
Herried Bros., 
Deer River, Minn. 


“People are and always will be 
price conscious and, therefore, it 
is absolutely necessary that your 
windows be priced. Otherwise 
you will find customers passing up 
your store to go across the street 
where values are plainly indicated 
in competitors’ windows. 

“Store traffic is vital to every 
hardware dealer and one of the 
most effective ways of developing 
this traffic is through the store 
windows. However, the windows 
must shout about the values and 
bargains of the store if they are to 
attract customers. They can only 


You receive $1.00 for each idea 
considered worthy and accepted 
for publication. Watch these 
pages of successful deas. 





do this when every item of mer- 
chandise is priced plainly. After 
the customer is inside the store it 
is then up to the salesmen to step- 
up the sale to either more profit- 
able or higher-priced items.” 





IDA S. LARSON 


Honorable Mention 


The judges award the rating of “Honorable Mention’ and a payment of 
$1.00 to the following contestants whose entries, though not winning o of 
the major prizes, were considered worthy of publication 


MRS. BABE HELLRUNG, F. J. 


Pannwitt & Son, Nokomis, 
Ill. 


“It is better to omit the prices 
on merchandise in windows be- 
cause so many things can be 
duplicated, as far as appearance is 
concerned, in your competitor’s 
window and at a lower price. By 
not pricing merchandise in win- 
dows you give your salesmen a 
chance to convince the customer of 
the item’s quality, value and 
longevity.” 

tk * 


EUGENE LAUZON, Riley Hard- 
ware & Supply Ltd., Rouyn, 
Quebec, Canada. 

“Merchandise displayed in show 

windows should not be priced. (1) 

A small portion of the customers 

or passersby stop and look at the 





display because of the prices in 
the window. (2) Sometimes pric- 
ing merchandise hurts the sale, 
especially where an unusually low 
price is in effect. Customers may 
think the quality is poor. (3) 
Price tags clutter, up the window 
and detract from appearance of 
the display. (4) Price tickets fre- 
quently are too large and hide or 
cover up too much of the mer- 
chandise. 

“There are occasions when the 
goods displayed in a window 
should be priced. (1) When you 
put on a bargain sale and want 
customers to see what you have 
and the reduced prices that apply, 
you should price Cie 
the merchandise. a 
(2) When win- 


dows feature 



















items for a special anniversary 
sale and bargain items are used 
to tempt the passersby to come in 
the store and make purchases. (3) 
Prices should be used in windows 
when new merchandise is shown.” 


~ * * 


MRS. H. A. KEACH, Keach 
Hardware, Keokuk, lowa 


“I think it best not to price 
merchandise in window displays 
as prices today frequently are sub- 
ject to changes. If merchandise 
in windows is not priced people 
will come into your store to ob- 
tain prices. This gives salesmen 
an opportunity to really tell the 
story on the goods, suggest other 
items and make friends with the 
customer.” 

x * * 


RALPH WILLIAMS, The Swank 
Hardware Co., Johnstown, 
Pa. 

“About a block away from out 
store is the store of one of the 
most prominent chain systems of 
the country. I trim our windows 
and often find that this chain store 
is showing approximately the same 
type of merchandise in its win- 
dows that we are featuring in 
ours. 

“Our prices are higher, but we 
feel that our merchandise is of a 
little better quality. Unfortunate- 
ly, however, this difference in qual- 
ity is not always apparent and 
items on display in both windows 
too often look very much the same 
to the shopper. 

“When merchandise in the dis- 
play isn’t priced, we have a chance, 
for many customers will come in 
and ask about the price. This gives 
us an opportunity to prove the 
superior quality and advantages 
of our goods.” 


= 


A. W. BURNHAM, Model Cash 
Store, Orrick, Mo. 


“Merchandise in window dis- 
plays should always be priced with 
an attractive card and in a con- 
spicuous place. Customers im- 
mediately measure the value of 
the article with a price attached. 
If it is in line with competition 
and in the customers’ price field, 
it will bring them inside. It does 
many a silent job of selling when 
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properly inscribed with a sales 
word or two above the neatly 
printed price. It will also attract 
customers for kindred lines to the 
extent that they will come inside 
and that is the only place the sale 
can be completed.” 


x * * 
EARL SEBOLT, Elm Hardware, 
West Springfield, Mass. 


“T am convinced that it is better 
to have each article in a window 





display plainly and __ properly 
marked. Prospective customers 
seeing the price on the item are 
more interested because, | find, 
the price more often attracts their 
attention and stimulates their de- 
sire for the item. On the other 
hand, a person in actual need of 
an item often disregards its price 
when making a purchase. It gives 
the window display a more fin- 
ished appearance. I have tried 
both ways.” 


x «re 
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Sells Foundation Paint 


“We had considerable difficulty 
in interesting our customers in a 
new foundation paint which we 
carried until we hit upon the idea 
of demonstrating what it would do. 

“We secured a piece of rough. 
weather-beaten lumber and ap- 
plied one coat of this foundation 
paint to a portion of the board. 
The balance of the board was left 
unpainted. This demonstration 
even impressed us in the store for 
the paint did cover the material 
in a first-class manner. 

“This sample board was then 
placed on a spot on the wrapping 
counter and a display of cans of 
foundation paint was arranged 
around it. The sample board it- 
self was the most convincing ar- 
gument of what the paint would 
do. 

“In a very short time we had in- 
terested 55 customers in this new 
product. A few wprds about the 
paint were passed along to each 
customer as soon as he received 
his change. This was presented, 
not so much with the thought of 
selling the customer then and 
there, but with the idea that the 
information might be valuable to 
the individual at a later time.” 

SADIE SPITLER, 
Spitler Hardware Co.. 
Hart, Mich. 


ee = @ 


Dates Manufacturers’ 
Catalogs When Received 


“I have met with the same prob- 
lem of determining the age of 
manufacturers’ catalogs and price 
lists that Lewis Hardware Co.. 
Hammond, La., commented upon 
in a letter published on page 46 of 





the March 5 issue of HARDWARE 
AGE. 

“Some years ago I solved this 
problem by obtaining an ordinary 
date stamp and the day a catalog 
arrived it was opened and the date 
of its arrival stamped on the inside 
cover of its first page. In this way. 
we always know how old a catalog 
is regardless of the manufacturers’ 
markings.” 

FreD BuRRELL, 
King Hardware Co., 
Atlanta, Ga. 


kk * 
Fishing Scene Stops 
Window Shoppers 


“T created a fishing scene in a 
sporting goods window a. short 
time ago. This scene featured a 
small boy fishing in a pond. Every 
so often the fishing rod would 
move up and down in imitation of 
a fish nibbling at the bait. This 
interested window shoppers and 
pulled a lot of traffic to view the 
display of fishing tackle and re- 
lated items shown in the window. 

“The setting was built around 
a small No. 2 tub. This was filled 
with water and served as the small 
pond. Grass mats and other cam- 
ouflage were then draped around 
the tub frame to complete the 
scene. 

“On the line which the boy was 
using was a bobber. An electrical 
device was used to cause sufficient 
vibration to make the bobber in- 
dicate that a fish was on the other 
end of the line. 

‘This action display stopped 
traffic and people purchased tackle 
as a result.” 

Harotp R. BarLow, 
Owen Hulett Hardware. 
Williamstown, Ky. 
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You can’t very well define “morale.” It’s,a state 
of mind. It’s inner strength. It’s determination 
to win through to victory. Morale is an “X” 
quantity that welds people together to achieve 
a common goal, a common hope. Next to actual 
armed might, it’s a country’s most powerful pos- 
session. 

Morale is everybody’s job. It’s a job in which 
hardware dealers can take an active part. For 
hardware dealers, being so close to their custom- 
ers’ everyday lives, are in an excellent position 
to give people a pat on the back, to imbue them 
with a feeling of teamwork and cooperation. 
How? First, there’s the “tone” or “air” of your 
store. Stay cheerful—other people will respond 
in kind. Everybody is going to feel the pinch of 
war shortages. But it’s a sacrifice that a grain of 
good humor and optimism makes immeasurably 
easier to sustain. 

You can sell things that build morale, too. The 
paints that brighten and make homes cleaner and 
pleasanter places to live in. Repair materials 
that give people a feeling of well-being and con- 
fidence that their homes are in good shape, that 
their equipment and property will last as long as 
possible. You can sell garden tools and home 
canning needs to help people conserve for next 
winter. There are many things you can still re- 
tail, things that bring people to your store. But 
with every purchase, ‘give away a little con- 
fidence and feeling of neighborly good-will. It 
doesn’t show up on the ledger, but it’s mighty 
important to every last one of us. 
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“WHERE’S THE REMINGTON- 
PETERS REPRESENTATIVE?” 


Perhaps you haven’t seen 
the Remington-Peters repre- 
sentative this year. There’sa 
very good reason, if you 
haven’t. Since the first of the 
year many of the Remington- 
Peters representatives have 
been given important assign- 
ments at Remington plants. 


In the “all out” produc- 
tion program in which all 
of us are now engaged, Rem- 
ington-Peters’ share is a 
large and important one. A 
tremendous expansion pro- 
gram created the vast prob- 
lem of securing and training 
a large number of key per- 
sonnel. 
have been transferred to pro- 


duction plants are being 
utilized in supervisory ca- 
pacities in the manufactur- 


ing organization, after com- 
pleting the company’s train- 
ing course. 

Not all of the Remington- 
Peters field representatives, 
however, are in production 


Those salesmen who | 


work. A few have been 
retained for field service and 
are doing their level best to 


get around to see you as 
early as possible. They have 
some new and_ interesting 


things to tell you. Not only 
will they bring you the latest 
information about the arms 
and ammunition — situation, 
but also information about a 
new program designed to 
keep people interested in the 
shooting sports and _  con- 
scious of Remington-Peters 
brands and quality. 
Because of the 
contacts which the 
ton-Peters salesman 


numerous 
Reming- 
makes, 


| he is in a position to make 


helpful suggestions for your 
use in this unusual period. 
The Remington-Peters repre- 
sentative is a good man with 
whom to talk over your busi- 


| ness problems—he will lend 


whatever assistance he can 


when he calls. 
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MERCHANDISE: Electric fans should be featured. 


FANS For 
HOT WEATHER 
keep Your Home 


COOL AND 
COMFORTABLE 


PORTABLE 
AIR CONDITIONER 


PORTABLE ELECTRIC 
WINDOW VENTILATOR 


HOT WEATHER GOODS WINDOW 


Show several sizes and styles. 


Other items also to be displayed are humidifiers, rock wool and mineral wool bats for 
home insulation, portable room air conditioners, portable electric window ventilating fans, 
barometers, thermometers. 

BACKGROUND: Center panel of light green corrugated board or painted wallboard. 


Side panels covered with light pink material. 


Prices FORT ABLE 


home during the hot months will 
be just as desirable this summer 
as at any other time. Every hard- 
ware dealer has merchandise to 
sell that will help customers make 
their homes comfortable. Mer- 
chandise these lines properly, plan 
your sales efforts and sell summer 
comfort now! 


Feature Electric Fans 


Electric fans are featured in the 
suggested window display on hot 
weather goods shown on this page. 
You will always create a much 
better impression and draw more 
attention to the line if a mass dis- 
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For Late June—Feature Hot 


play is created. This holds true 
with regard to displays in the win- 
dow or on the tables in the store. 


Action Gets Attention 


Electric fans are one item that 
can be operated and demonstrated 
to advantage. However, be sure to 
tie strips of crepe paper on to the 
fan guard to flutter in the breeze. 
This is very important where the 
fans are shown and operated in a 
window display. In the store, cus- 
tomers can usually tell when a fan 
is running by the breeze it gener- 
ates. Some fans run so quietly, 
however, that it is a good idea to 
use the streamers’ on the guards. 
This often prevents accidents since 








Cut-out letters in bright yellow and green. 


HARDWARE AGE Original 


it warns customers that the fan is 
in operation. 


Sell Home Insulation 


The Federal Government is 
quite anxious that all home own- 
ers cooperate in conservation pro- 
grams which will result in savings 
of fuel oil, coal and other mate- 
rials necessary to the war effort. 
Home insulation ties in with this 
effort very closely and many 
homeowners will no doubt take 
steps to insulate their dwellings 
this summer. 

Here is a large volume of busi- 
ness which the hardware dealer 
can secure. Many stores now 
handle insulating materials in bats 
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VACATION GOODS WINDOW 


MERCHANDISE: Feature fishing tackle in the center of the window. Casting rods 
baits, lines, trout creel, tackle box, minnow or bait pail, reels, flashlights, batteries, land- 
ing nets, sport or utility bags, tennis rackets, racket presses, tennis balls, tennis shoes, 
food jugs, vacuum bottles, gasoline or electric lanterns, air rifles, “BB” shot, athletic sup- 
ports, softball bats, softballs, baseballs, swim suits, sand pails and shovel sets, rubber 
beach balls, bow and arrows, portable radios, golf bags and club set, golf balls. 

BACKGROUND: Center panel of light green corrugated board or painted wallboard. 
Side panels of dark green material. Cut-out letters in red and yellow. 


Window Display IDEAS 


or some other easy-to-use form. 
Get the complete story on this 
from the supplier and plan your 
promotion program around what 
it will do for the customer. Insu- 
lating materials keep heat out of 
the home in the summer time and 
keep it in the home during the 
winter months. So sell complete 
home comfort this summer by 
pushing insulating materials 
whenever possible. 


Vacations Will Be Different 
Vacations this summer will no 
doubt be curtailed. Many work- 
ers in defense industries will sim- 
ply try to secure some relaxation 
from the daily grind by short 
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Weather and Vacation Goods 


week-end trips to local rivers, 
lakes or summer resorts. Consid- 
erable new equipment will still be 
needed and the dealer who figures 
out what his customers will re- 
quire will be the one who will have 
the right type of merchandise for 
these occasions. 

Windows featuring goods for 
such trips should show a wide va- 
riety of items. Merchandise needed 
by every member of the family 
should be included. Such a dis- 
play is suggested on this page. 
Naturally, in a display of this 
type, the dealer should show 
mainly those items that are popu- 
lar sellers. Add some toys to the 
display for small folk. This will 


interest parents who are making 
purchases of vacation goods and it 
will invariably lead to many ex- 
tra sales. 


Toy Displays 

Many dealers have found that 
year-round displays of small toys 
produce excellent results. Toy 
displays can be shown on tables 
or in sidewall sections. At least 
set-up a toy display for the sum- 
mer months, even though you do 
not believe it worth while to carry 
a year-round display in your 
community. Feature items the 
youngsters can use and enjoy out- 
doors. They should all be popu- 
lar priced goods. 














farmlands of A 





Victory may depend 








W.. American factories are making a supreme effort 


to boost output of fighting equipment, a parallel drive is 
in progress on the farmlands of America. Farmers in 
every part of the nation are engaged in a mighty effort to 
produce the enormous additional quantities of food 
needed for our own country and its fighting men, and for 
the nations fighting on our side. 

American farmers are putting everything they’ve got 
into the effort. They’re producing more pigs . . . more 
milk ...more eggs. . . more vegetables... more butter... 
more cheese. Millions upon millions of tons, at top speed. 


Soil Conservation Vital 
in War Emergency 


With victory so dependent on our farmlands and their 
yield, soil conservation is now more than ever a subject 
of national concern. Each hardware dealer can help the 
farm soldiers of America in the job ahead by placing a copy 
of a new book, Your Land, in the hands of progressive 
farmers in his community. 





Your Land is a handbook of practical information on 
how to prevent and cure soil erosion... produce bumper 
crops with a minimum of labor . . . save rainfall and guard 
top-soil. It has been prepared in consultation with 
nationally-known experts on soil-conservation. It sets 
forth a practical program, gives full details on the latest 
and best soil-conserving farming methods. Some of the 
topics it discusses are: Crop rotation. Contour plowing. 
Strip cropping. Diversion ditching. Terracing. Basin 
listing. Sub-surface tillage. Shelter belting. 

Your Land is printed on high-grade paper, illustrated 
with numerous photographs showing the application of 
soil conservation methods to actual farms. It is a book 
that farmers will read ... and keep... and use. 

Copies of Your Land will gladly be supplied free of 
any charge or obligation to hardware dealers to distribute 
to farmers in the areas they serve. Write to Bethlehem 
Steel Company, Bethlehem, Pa., for a sample copy... 
look it over, then tell us how many copies you believe you 
can use to good advantage in your community. 








The Merchant and His Lease 


Many retail firms in various lines 
have been obliged to discontinue 
business as a result of Government 
rulings based on war-time condi- 


tions. 


In such cases, relief from a 


lease and its required rent pay- 
ments becomes a matter of concern. 
This article throws considerable 


light 


upon this vital question. 


By AUGUST C. FLAMMAN 
Member of the New York Bar 


HE lease always pre- 
sents a problem as to its terms. But 
with the drastic orders of the War 
Production Board and with further 
war disturbances seriously affecting 
business activity, this problem of the 
lease, or its adjustment, renewal, or 
termination, becomes one of even 
greater concern. Today, it may not 
be your serious problem—only a few 
months ago it was not a serious prob- 
lem for the dealer in new automo- 
biles. 

Not so long ago, one of the most 
prosperous of tradesmen was the 
automobile dealer, the dealer in new 
cars. His case may be of interest. 
We envied the spacious and attrac- 
tive showrooms, evidencing the suc- 
cess of the automobile dealer. Today 
this outstanding business exponent 
is gradually disappearing—as the 
known result of the “freezing” order 
prohibiting the sale of new motor 
cars. With their business practically 
terminated, these dealers, often hav- 
ing leases on the most attractive 
properties, are compelled to con- 
sider their liability to the landlord. 
Their leases are now of considerable 
concern. For this business standstill, 
he, the auto dealer, was not to 
blame. The Federal Government— 
you and I—through our agencies 
had ordered a halt. Now. why then 
should relief from the lease and 
its required rent payments not be 
granted this innocent new motor car 
dealer? It seems that if the decision 
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of a Municipal Court Justice in New 
York City is followed, just that re- 
lief may be accomplished. A decision 
in point was recently made by Jus- 
tice Crawford in Queens County. 

The Hannan Sales and Service 
Company have been operating an 
automobile agency in Long Island 
City. The landlord instituted an ac- 
tion to force payment of the rent 
under the lease. The Hannan Sales 
Company interposed as a defense 
that by virtue of Congressional Au- 
thority, the Office of Production 
Management about January 1, 1942, 
and subsequent orders, had directed 
the prohibition of sales of new pas- 
senger automobiles; that this order 
had been extended indefinitely, and 
the sales company contended that 
as a result it had been obliged to 
discontinue business; and that as 
the action was by order of the Gov- 
ernment, the sales company could 
and should not be held to the terms 
of the lease. The sales organization 
also counter claimed for the return 
of the deposit under the lease. 


Precedent Lacking 


In the decision, the Justice de- 
clared that while legal precedent 
for the factual situation appeared 
to be lacking, there were cases anal- 
ogous in principle. The Justice found 
that it was the intention of both the 
landlord and tenant that the prem- 
ises were to be used for the sale of 
new cars. 











AUGUST C. FLAMMAN 


“The great weight of authority,” 
said the Justice, “is to the effect 
that such a Governmental act de- 
stroys the subject matter of the con- 
tract, makes performance impossi- 
ble, and thereby terminates the 
lease.” 

After citing decisions from the 
Appellate Courts in New York, Ala- 
bama, Arkansas, and elsewhere, the 
Justice felt that the decision of the 
Court of Appeals of the State of 
New York, its court of last resort, 
and the principle enunciated there- 
in was controlling. In that action 
(Mawhinney v. Millbrook Woolen 
Mills, 231 N. Y. 290) the Milbrook 
Woolen Mills had made partial de- 
livery on a civilian contract and 
thereafter received a government 
order for material for army uni- 
forms, converted its plant for this 
war work, failing to keep its contract 
with Mawhinney. 

An action was then brought by 
Mawhinney to enforce the contract 
and for damages by reason of the 
Millbrook Woolen Mills’ breach 
thereof. The Court of Appeals in 
rendering its decision stated: 

“The undisputed facts in this case 
show that the Government made 
contracts for woolens with the de- 
fendant which required the use of 
its looms and materials and prefer- 

(Continued on page 80) 
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This garage door 
is a modern 
time-saver! 


No wonder it’s popular 





HIS. is a time for making precious 

moments count—doing things the 
simpler, easier, quicker way. No. 900 National Door Sets hold true to this popular 
trend in the quick, efficient manner in which they operate garage doors. Either in 
opening or in closing, just a slight lift or pull on a centrally located door handle is 
all that is necessary to start the smooth-gliding door action. 


Heavy vertical springs working in conjunction with cables and enclosed pulleys act , 
as a perfect counterbalance for the weight of the doors. This is all the mechanism 
that furnishes the door action. It is simple and effective, and after once installed 
seldom requires adjustments or further attention. 


900 INATION. SET 
This modern streamlined method of raising the doors straight up off the floor and 
parking them safely out of the way overhead represents the most advanced design 


of door manipulation and is recognized and approved as the best type by leading 
architects and builders everywhere. 


Most of the hardware is already mounted in place and the doors are furnished com- 
pletely glazed. The No. 900 has many desirable features, such as rabbeted joints to 
exclude moisture and a special cam closing device which holds the doors snugly closed. 


At this particular time of the year your trade will be asking for the No. 900, and 
we know you will want to be prepared to fill orders promptly; so we suggest that 
you reserve your supply of popular sizes now. 






Full information 


will be gladly Below — special 


= ae : closing feature 
; time sent upon request. 
ff | i 


NATIONAL 
MANUFACTURING 

COMPANY 
STERLING, ILLINOIS 
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Above—note 
rabbeted joint 





All hardware mounted on the inside 
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More than 900 in attendance at three- 
day meeting held in Atlantic City, N. J., 
May 4-6. Business men in government 
service discuss problems. Need for 
even greater production is stressed. 


ORE than 900 
members and guests went io school 
under the auspices of the Triple Mill 
Supply Convention held at the 
Traymore Hotel, Atlantic City, 
N. J., May 4 to 6, 1942. Under the 
joint sponsorship of the American 
Supply and Machinery Manufac- 
turers, National Supply and Ma- 
chinery Distributors and Southern 
Supply and Machinery Distributors 
Associations, this gathering studied 
priorities and closely related govern- 
ment regulations affecting produc- 
tion and distribution of needed in- 
dustrial supplies. At every session 
business men now serving the gov- 
ernment were present to offer 
suggestions, answer questions and 
gather up. the businessman’s prob- 
lems and views. 

At every session there was stress 
on the need for even greater pro- 


duction on all sides and of more at- 


tention to priority or preference 
ratings to facilitate the movement 


of essential materials and equip- 
ment in an “all out” production 
effort that would help assure an 
‘arly and complete victory in the 
war. 


Honest Decisions 


At the Monday morning session. 
May 4, Roger Tewksbury, The 
Oster Mfg. Co., Cleveland, Ohio. 
described his seven - and - one - half 
months’ experience as head of the 
Industrial Supplies Section of 
WPB. He said that despite heart- 
aches and trials of making avail- 
able materials stretch to cover up 
bare spots in our economy and the 
inevitable friction between business 
men and those who did the parcel- 
ing, no one could deny WPB men 
were utterly honest in their de- 
He spoke of managements’ 
cooperation in the conversion of 
their plants even to reconstructing 
plants order to increase production. 

Oscar Iber, president of O. Iber 


cisions. 


THE ASSOCIATION PRESIDENTS 


AMERICAN SOUTHERN 








NATIONAL 





HOWARD M. Cc. A. CHANNON 
HERBERT P. LADDS SCHRAMM Great Lakes 
National Screw Turner Supply Supply Co. 
& Mig. Co. Company 













Triple Mill Supply Convention | § 


Co., Chicago, described the dis- 
tributors’ vocation as that of sup- 
plying production tools, mill sup- 
plies and equipment to the thou- 
sands of factories, mills, mines and 
utilities throughout the nation. He 
devoted a considerable portion of 
his talk to the subject of priori- 
ties and how it has affected the dis- 
tributor. In discussing how dis- 
tributors have aided their custom- 
ers, he pointed out that they sell 
to practically every industry con- 
cerned with war contracts; meet 
with almost every priority regula- 
tion that is in effect; must know 
all the angles to help customers 
keep their machines and men at the 
peak of production, and must know 
all the answers to enable their 
manufacturers to ship essential tools 
and equipment. 

Henry P. Nelson, assistant chief, 
Bureau of Priorities, WPB, said 
that the basic objectives of the pri- 
orities system was to provide pro- 
tection for those facilities necessary 
to keep the country and the war 
effort running. Various branches 
deal with policy, compliance, con- 
servation, and requirements. At 
first each priority order was tied to 
a specific contract but that brought 
delays and failed to have ma- 
terials on hand when needed. The 
Production Requirements Plan and 
PD-1X are attempts to solve that 
problem by helping suppliers an- 
ticipate production needs. 

On Monday afternoon, Robert 
S. Page, chairman, The Henry 
Walke Co., Inc., Norfolk, Va., 
speaking on the work of the Na- 
tional Defense Committee of the 
industrial” supply distributing  in- 
dustry, made a strong plea for co- 
operation with the committee 
whose name during the convention 
was changed to the War Service 
Committee. This committee con- 
sists of Mr. Page as chairman; 
Charles T. Bush, The Charles A. 
Strelinger Co., Detroit; P. Ridings, 
Syracuse Supply Co., Syracuse, N. 
Y.; Alvin M. Smith, Smith-Courtney 
Co., Richmond, Va.; C. C. Krueger, 
San Antonio Machine & Supply Co., 
San Antonio, Tex.; P. G. Maddock, 
Maddock & Co., Philadelphia, Pa.; 
George E. Vandegrift, Desco Corp.. 
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Studies War-Time Regulations 


Wilmington, Del.; H. H. Kuhn, 
The Hardware & Supply Co., Akron, 
Ohio, and Lloyd M. Mize, Mize Sup- 
ply Co., Waynesboro, Va. 

Dean C. Gallagher, chief, Mainte- 
nance and Repairs Branch, WPB, 
clarified some of the misunderstand- 
ings that have arisen under P-100. 
He stated that distributors must not 
originate these orders themselves. 
He remarked that while wholesalers 
were privileged to use this order to 
obtain maintenance, repair, and op- 
erating supplies for their own estab- 
lishments, this did not entitle whole- 
salers to use P-100 for the replace- 
ment of stock without previously 
accumulating such orders from their 
customers who come under its reg- 
ulations. He also urged whole- 
salers not to waste time in getting 
in under PD-IX or PRP in order 
to assure plants engaged in war 
work that maintenance, repair and 
operating supplies will be available 
in local stocks. The Compliance 
Branch of WPB, he cautioned con- 
siders the distributor just as liable 
as the originator of a P-100 order. 


Linford C. White, chief, Distribu- 


tors Branch, WPB, described its set 





The Daily and 
Business Press 


“We have built up in this 
country the greatest system of 
news gathering and news dis- 
semination in the world. I am 
not talking alone of the daily 
press and the great wire asso- 
ciations. I am also talking 
about the business press. 
There is hardly an industry in 
the country that is not served 
by at least one good trade 
publication. 

“Now, just because you 
take a great number of trade 
pubiications, don’t think you 
are well informed. It takes 
time and careful, intelligent 
reading. But the information 
is there and unless we all de- 
vote the time necessary to 
keep ourselves informed we 
cannot act intelligently, co- 
operatively and efficiently.” 


—CLIFFORD F. HOOD, 
President, American 
Steel & Wire Co., 

at Triple Convention. 
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OFFICERS ELECTED AT THE 
TRIPLE MILL SUPPLY CONVENTION 
Atlantic City, N. J., May 6, 1942. 
AMERICAN SUPPLY AND MACHINERY MFRS. ASS'N 


President 
H. P. Ladds, Nationa! Screw & Mig. Co., Cleveland, Ohio 


Vice-Presidents 


A. A. Murfey, Cleveland File Co., Cleveland, Ohio 
F. J. Tone, Jr., The Carborundum Co., Niagara Falls, N. Y. 


Treasurer 
W. W. Anderson, Nicholson File Co., Providence, Rf. 


Secretary-Manager 
H. Kennedy Hanson, Pittsburgh, Pa. 


* * * 


NATIONAL SUPPLY AND MACHINERY DISTRIBUTORS ASS'N 


President 
C. A. Channon, Great Lakes Supply Co., Chicago, Ill. 


Vice-Presidents 


H. F. Ramsdell, Ramsdell Industrial Supply Co., Worcester, Mass. 
R. E. Kramer, H. Channon Div., Hibbard, Spencer, Bartlett & Co., 
Chicago, Ill. 

A. J. Glesener, A. J. Glesener Co., San Francisco, Calif. 


Secretary-Treasurer 
Harry Rinehart, Philadelphia, Pa. 


Advisory Secretary-Treasurer 
George A. Fernley, Philadelphia, Pa. 


SOUTHERN SUPPLY AND MACHINERY DISTRIBUTORS ASS'N 


President 
H. M. Schramm, Turner Supply Co., Atlanta, Ga. 


Vice-Presidents 


Phil Pidgeon, Pidgeon-Thomas Iron Co., Memphis, Tenn. 
H. P. Leu, Harry P. Leu, Inc., Orlando, Fla. 


Secretary-Treasurer 
E. L. Pugh, Atlanta, Ga. 


* * * 





up and remarked that distribution quiring a heavy investment in it, 
picture was so complex that the Dis- such as war bonds. The second 
tributors Branch crossed with all competitor is “Unethical Japs Un- 
other branches in WPB. limited,” which has taken lines such 

R. C. Duncan, senior consultant, as rubber, manila rope, scrap, etc. 
Industrial Supplies, Distributors He pointed out that this is a me- 
Branch of WPB, he cautioned, con- chanical war making mechanical 
competitor tuday is “America, Inc.,” supplies important. 

the biggest and soundest. It is R. G. Thompson, Lufkin Rule Co., 
taking the best men and is also re- and president of the American Sup- 
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AMERICAN 





A. A. MURFEY 
The Cleveland 
File Co. 


Manufacturers 
Association, at a closed session of 


ply and Machinery 
the group. Monday morning, May 
1, in his annual report, said 18 new 
members had been gained. He told 
of the conservation poster gotten out 
by the association on the subject 
He asked for 
a continued support of the Defense 
Committee (now the War Service 
Committee) and said that $15,000 
had been raised to underwrite its 


of tool conservation. 


activities, the contributions coming 
from manufacturers and distributors. 

An innovation of the convention 
was an open luncheon conference 
for manufacturers, distributors and 
advertising and sales promotion men 





F. J. TONE, JR. 
The Carborundum 
Co. 





ASSOCIATION VICE-PRESIDENTS 


NATIONAL 


R. E. KRAMER 
H. Channon Div., 
Hibbard, Spencer, 

Bartlett & Co. 


with 174 in attendance. This meet- 
ing was called to order by A. B. 
Fritts, chairman of the sales pro- 
motional literature committee of the 





Latest News on 


PRIORITIES 


and 
WAR-TIME ORDERS 
on page 54 





American Association, who gave a 
brief background of his commit- 
tee’s activities. Harvey Conover, of 
Mill and Factory, who addressed the 





group on “Promoting the War Ef- 
fort Through the Printed Word,” 
pointed out the opportunities for 
manufacturers and distributors to 
do their part in promoting the war 
effort through the printed word. 

C. M. Schoenlaub, acting chief. 
Production Requirements Branch, 
WPB, described PRP. In applying 
under this plan, Mr. Schoenlaub 
asked manufacturers to file early; 
attach an explanatory letter, describ- 
ing his situation clearly, though’ not 
necessarily at great length; in stat- 
ing requirements, keep them closely 
coordinated with actual needs, and 
to conform to the L and M orders. 

On Tuesday morning, May 5, at 
a joint session of all three asso- 
ciations, Clifford Hood, president. 
American Steel & Wire Co., Cleve- 
land, Ohio, said that no matter how 
hard we work, our sacrifice will not 
be as great nor as glorious as those 
who suffered at Bataan. Like them 
we must give on an “all out” basis. 
He impressed upon distributors the 
need of getting preference ratings 
and remarked that a system of ra- 
tioning was sorely needed. 

T. M. Masson, manager tool de- 
partment, Aikenhead Hdwe. Ltd.. 
Toronto, Canada, spoke on war ex- 
periences of distributors in Canada. 
He said that Canadian distributors 
are employing inexperienced young 
people, many of them girls, for many 
of the routine jobs left by men who 
joined the armed services. He point- 
ed out that of 180 people employed 
by his company, 120 have been on 
the staff less than one year. All 
industrial telephone orders are now 
being taken by girls and he indicat- 

(Continued on page 66) 
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/ SCYTHE STONES 


This neat display takes only 14 
inches of counter space to do a 
man-sized selling job! Contains 36 
Scythe Stones, priced from 25¢ to 


40¢, and pays you a handsome 


profit. 


3 ways to help 
a Farmer... 







ITH the job of feeding half the world on his hands, 
Wi. farmer these days is a busy man! Here are three 
ways to help him with his job, These Carborundum- 
made displays will get his eye every time he visits your 
store. And stop him with a valuable reminder to buy the 
scythe stone, file or sharpening stone he needs to keep 


his tools in shape to get his job done. 


Don’t let opportunity pass you by. Send in your order 


for these items now! 


2 FARMER’S FAVORITE 


With this colorful display box on your 
counter, the famous “57” File sells on sight. 
Furnished with each 14 dozen files. Known 
as the file that does 101 jobs, “57” sharpens 
edged farm tools in a jiffy. 





é SHARPENING STONE 


Puts the keenest edge on hoes, spades, axes, 
lawn trimmers, grass shears or any home or 
garden tool. Ask for No. 46. 








THE CARBORUNDUM COMPANY « NIAGARA FALLS, N. Y. 


Sales Offices and Warehouses in New York, Chicago, Philadelphia, Detroit, Cleveland, Boston, Pittsburgh, Cincinnati, Grand Rapids 


(Carborundum and Aloxite are registered trade-marks of and indicate manufacture by The Carborundum Company) 
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A. Wessel Shapleigh Heads 


Shapleigh Hardware Co. 


A. Wessel Shapleigh was elect- 
ed president of the Shapleigh 
Hardware Co., St. Mo., 
May 4, 1942. 

After his graduation from Yale 
University, he was first employed 


Lou's, 





SHAPLEIGH 


A. W. 


National | 


by Merchants-Laclede 
Bank in St. Louis. Later on he 
became associated with one of the 
leading security 
H. Burr & Company, represent- 
ing them in the purchase and 
sale of commercial paper. 

The experience thus gained 
was an excellent preparation for | 
the duties which naturally came 
to him after joining ‘the Shap- 
leigh House. His connection | 
with the company dates back to 
September 15, 1913, when he | 
began work,in the accounting de- | 


houses, George 


partment. The _ thoroughness | 
with which he devoted himself 


to 'the study of the financial struc- 
ture of the made him 
the master of even the lesser de- 
tails and fitted him for the heavy | 
responsibilities which have suc- | 
cessively fallen to him. 

In September, 1939, when ill- 
health forced Mr Yantis to relin- 
quish all activities as president, 
Mr. Shapleigh was placed 
charge and has fully demon- 


business 


in 


the presidency is merely the off- | 


cial recognition of the position 
he has so capably filled during 
this trying period. 

Mr. Shapleigh is the son of 
Alfred Lee Shapleigh, chairman 
of the board, and a grandson of 
A. F. Shapleigh, who founded 
this business in 1843. 

In April, 1917, he married Miss 
Lois McKinney of Chicago, only 
a few months after his election 
to the board of; directors of the 
company. Before the end of that 
year, he entered the army as a 
private and at the end of the war 
received his honorable discharge 
in his rank of Ist Lieutenant F.A. 

When peace was declared he 
resumed his duties with the com- 
pany. In 1919 he was elected 
treasurer, continuing as such un- 


action of the board, his title be- 


came vice-president and treasurer. | 


SCHOELLKOPF CO. 
PROMOTES WARREN 


James W. Warren, general 
manager of The Schoellkopf Co., 
Dallas, Tex., has been appointed 
a vice-president of the company. 
Prior to joining the Schoellkopf 
organization, Mr. Warren was as- 
sociated with the Stratton-War- 
ren Hdwe. Co., Memphis, Tenn., 
as vice-president. 


SCOTT ELECTED FOLEY 
MFG. CO. TREASURER 
Francis D. Scott has joined 
the Foley Manufacturing Com- 
pany, 11 Main Street, N.E., Min- 
neapolis, Minn. At the recent 
annual meeting of the company, 
Mr. Scott was elected treasurer. 
Other officers include Walter M. 
Ringer, president, Walter M. 
Ringer, Jr., vice-president, L. M. 
Barbery, secretary, and, Paul R. 


MacMichael, assistant treasurer. 
The Foley company has for 
many years manufactured the 


+ tol November 1933, when by the | 


strated his skill and ability as the | Foley automatic saw filer and in 
chief executive of the business,| more recent years established a 
insomuch that his elevation to| line of kitchen utensils, includ- | 
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SHEFFIELD STEEL 
OPENS NEW UNITS 
IN HOUSTON TEX. 

The Sheffield Steel Corp., 
Texas, opened the first units of 
its new Houston, Tex., plant late 
in April, the beginning of an 


ing the Foley food mill. The 
company is now also engaged in 
the manufacture of mess kits for 


the Army. A new addition to 


















expansion that will involve the Ha 
expenditure of $39,670,855. Three ma 
open hearth furnaces with a 
combined daily capacity of 600 
tons of steel were among the 
first units. 
Additions already under con- 
struction include blast furnace, 
, coke ovens, blooming mill, soak- 
‘ng pits, plate mills and other 
steel facilities, and will more 
than double the capacity of the 
present furnaces and mills. 
FAUCETQUEEN CO. 
QUITS BUSINESS 
FRANCES &. GOOET The Faucetqueen Co., 4541 N. 
Ravenswood Ave., Chicago, IIl., 
the Foley company’s buildings | because of the limitation on rub- 
has just been completed to facili- | ber has discontinued its business 
tate efficient production of mess until such time as rubber sup- 
| kits for the duration. | plies are available. 
Allen Retires After 50 Years s 
Y 
With American Steel & Wire 
A. F. Allen, one of the veteran | rector of American Steel & Wire h 
executives in the steel industry,| Co. and secretary of Standard d 
is retiring as secretary-treasurer | Fence Co., Oakland, Cal. He is 
of, the American Steel & Wire| a director of the Reynolds Spring = 
Co., Cleveland, Ohio. With over | Co., Jackson, Mich., and _presi- 
fifty-two years of service with| dent and a director of the Citi- 
subsidiary companies of the|zen’s Federal Savings and Loan 
United States Steel Corp., Mr.| Association of Cleveland. 
Allen’s association with the Com- ; b 
pany dates back to the year of | bs 
the formation of that company. | I 
In June, 1890, Mr. Allen joined | c 
the Illinois Steel Co., which was | a 
later to become a subsidiary of | 
U. S. Steel Corp. His services | t 
with Illinois Steel were in Chi- f 
cago in the purchasing, treasur- I 
er’s and secretary's office. s 
On January 5, 1899, he became ( 
associated with the American i 
Steel & Wire Co., which also was 
later to become a U. S. Steel sub- 
sidiary. He started as a clerk 
in the secretary’s office and in | 
1900 became assistant treasurer | ( 
and the following year also assis- | 
tant secretary. On May 6, 1901, | ' 
he was elected secretary and on 
September 18, 1928, treasurer. f 
Mr. Allen also served as a di- A. F. ALLEN | 
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Republic Appoints Hamaker 
Asst. General Sales Mer. 


The appointment of L. S. 
Hamaker as assistant general 
manager of sales of Republic 





L. 8S. HAMAKER 


Steel Corp., Cleveland, Ohio, has 
been announced by N. J. Clarke, | 
vice-president in charge of sales. | 
Mr. Hamaker will transfer his 
headquarters to Cleveland imme- 
diately from the Berger Manu- | 


facturing Division of Republic at 
Canton, Ohio, where he has been 
general manager since 1934. 


Mr. Hamaker in May 1919 


| joined the sales department of 


the Berger Manufacturing Co., 
later transferring to the com- 
pany’s advertising department. In 
1925 he became advertising man- 
ager of the United Alloy Steel 
Corp., Canton, with which the 
Berger Manufacturing Co. had 
been merged shortly before. Sub- 


| tions of business shows that 92 





sequently, he became advertising | 


manager of Central Alloy Steel 
Corp., Massillon, Ohio, when 
United Alloy was merged with 
it. Republic Steel Corp. acquired 
Central Alloy Steel in 1930, and 
in 1931 transferred Mr. Hamaker 
to Youngstown as sales promo- 
tion and advertising manager. 
When the Berger organization 


was set up as a division of Re- 


public Steel Corp. in 1934, Mr. 
Hamaker was made general man- 


| ager and has served in that ca- 


pacity since. His new duties will 
involve both the of Re- 
public fabricating divisions and 
the general line of steel products. 


sales 


Housewares Manufacturers Elect Officers 


At the annual meeting of the | 
board of directors of the House- 
wares Manufacturers Association, | 
1402 Merchandise Mart, Chi- 
cago, Ill., the following officers | 
and directors were elected: 

President, F. S. Tuerk, Hamil- 
ton Beach Co.; vice-president, 
H. M. Hammond, National Wash- 
board Co.; treasurer, C. G. Carl- 
son, Chicago Curtain Stretcher | 
Co.; executive secretary, A. W. 
Buddenberg, Lisk Mfg. Co. 

Executive committe®: H. M. 
Hammond, chairman; S._ L. 
Hanssen, Hanson Scale Co.; H. 
H. Kimball, Landers, Frary & 
Clark, and F. S. Tuerk. 

Recently elected members of 


the board of directors were in- 
stalled: Messrs. S. L. Hanssen, 
C. G. Carlson (reelected), and 


(new member). 


H. H. Kimball 


1942 





| rectors on 


the board of di- 
the January, 1943, 
Housewares and Major Appliance 
Exhibit were deferred until 
Aug. 1. The office of the asso- 
ciation is now located in Room 
1402, Merchandise Mart, in the 
office of the executive secretary. 


DEVOE OFFERS PAINT 
PRIORITIES PRIMER 


A “Paint 


Action by 


Priorities Primer” 





| and in recent months priorities 


designed to answer questions up- 


permost in the minds of dealers 
and others with regard to paint 
priorities and the rules govern- 
ing them, has been published by 
Devoe & Raynolds Co., Inc., New 
York. The booklet explains in 
simple language what the various 
priority ratings are, and “how to 
do your part in following them 
through.” 


According to this booklet, the 
big bulk of priorities paint is 
sold in medium and small pick- | 
up orders. It is also stated that 
a check of the various classifica- 


per cent are entitled to priority 
ratings on paint purchases in 
some if not all cases. 

“Getting Priorities Orders,” 
“The Meaning of Priorities,” 
“A-10 Priorities for Maintenance 
and Repairs,” “Other Mainte- 
nance and Repair Classifica 
tions,’ “Paint for Direct War 
Work” and “Paint for Defense 
Housing,” are some of the chap- 
ter headings in this informative 
booklet. 





WILLIAM J. JENKINS 


PETERKA HEADS 
METALS SOCIETY LUCAS TREASURER 


The Cleveland Chapter of the} John Lucas & Company, Inc.. 
American Society for Metals has | Philadelphia, Pa., paint manu- 
installed the following new of-| facturer, has 
ficers: A. E. R. Peterka, execu- 
tive engineer and _ advertising 
manager of the Lamson & Ses. | 
sions Co., chairman; Paul Jehn- | 


JENKINS NAMED 


announced _ the 
election of William J. Jenkins as 
secretary-treasurer succeeding the 
late Harry J. Goodyear. 

Mr. Jenkins became associated 
| with the Lucas company in 1934 
as comptroller, and served in that 
capacity until 1937 when he be- 
came director of retail store op- 
erations and manager of south- 
secretary. ‘ern division trade sales. 


son Products Co., vice-chairman; 
Professor Gerald M. Cover, Case 
School of Applied Science, trea- 
surer, and Waldemar Naujoks, | 
Steel Improvement & Forge Co., 


Langsam Leaves Masback To Join WPB 


Ralph W. Langsam has joined | having been “Hardware Distri- 
the War Production Board, | bution in the United States.” 
Washington, D. C., as Chief of | Mr. Langsam’s address with 
Consumer Durable Goods Unit,| WPB is Temporary Building R, 
Wholesale and Retail Policy Sec- | Rm. 1751, Washington, D. C. 
tion, Services Program Branch, - 

Division of Civilian Supply. 

Mr. Langsam previously was 
a member of the Masback Hard- 
ware Co., wholesale hardware | 
firm, New York City, since 1930..| 
He had been sales promotion and 
advertising manager since 1933 


| 
| 
| 
| 


manager. In addition Mr. Lang- | 
sam has been a member of the | 
Rutgers University faculty since 
S-ptember, 1940, giving evening 
courses in marketing, marketing 
problems, advertising, advertis- 
ing copy, salesmanship, and sales 
management. He holds B.A. and 
M.B.A. degrees from the City 
College of New York and New 
York University, respectively, the 
subject of his master’s thesis 





RALPH LANGSAM 






L. E. Oliver; assistant secretary, ; Orgill Bros. & Co., Memphis, 
L. J. Wolf, and assistant trea-| Tenn.; Dudley Bros., Nashville, 
surer, J. Dignan. Tenn., and J. B. Varick Com- 


> 
Oliver Bros. Observes 
e A notice published in The | pany, Manchester, N. H. These 
Iron Age, May 12, 1892, tells of | houses, together with Hawley 
Its 50th Anniversary the founding of Oliver evden, ae 7" 


. S : : P as follows: 

On the occasion of the 50th} of business life. The presenta- “Pronk 3. Oliver end Thee: 
anniversary of Oliver Brothers, tion was made at a dinner, May | & QOjiver 118 Chambers Street 
Inc., 421 Canal St., New York | 12, in celebration of the anni- : eee 
versary. Officers of Oliver Broth- 
ers, Inc., are: 

President, J. H. Oliver; vice- 


New York, have formed a part- 
nership under the name _ of 
Oliver Bros., succeeding to the 
business of Thomas E. Oliver as 
buyers for non-resident jobbing 
houses. Both of these gentle- 
men are regarded as having spe- 
cial qualifications for this busi- | 
ness, Frank J. Oliver having been 
for 17 years in the employ of 
| Hawley Bros. Hardware Com- 
pany, of San Francisco, the past 
ten years of which he has acted 
as manager and buyer of their 
New York house. He is also a 
stockholder in the firm of Todd 
& Hawley of San Diego, Cal. 
Thomas E. Oliver was for eight 





JEROME G. OLIVER 





years in the syndicate buying 





JAMES H. OLIVER 


City, purchasing agents, em- 
ployees of the company present- 
ed the officers with a gold shield 





HORACE E. DALE 


| business, three years in the ex- 


port buying department of Welsh 


| & Lea as their chief clerk, and 
| since that firm went out of busi- 


ness has been buyer for the fol- 
lowing houses: Carolan & Co., 


Bros. Hardware Company, of 
which Frank J. Oliver is one of 
the directors, will be represent- 
ed by Oliver Bros., and arrange- 
ments have been made with sev- 
eral other houses for representing 


on a wooden plaque, commem- president, Horace E. Dale; sec- | San Francisco, Cal.; Bostwick, | them in this city. The intention 
orating the firm’s half century | retary, J. G. Oliver; treasurer,,| Braun & Co., Toledo, Ohio; | is to solicit only a limited num- 


HARDWARE SQUARE CLUB SHORE DINNER BREAKS ALL RECORDS 
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Patriotism and the war efforts of this country and our allies dominated the 14th annual shore dinner of the Hardware 
Square Club, which attracted more than 1000 members and guests to the Grand Ballroom of the Hotel Astor, Times Square, 
New York City. Posters for the Army, Navy, Marine Corps, O.P.M., Red Cross, various allied relief units, etc., decorated the 
reception room, while the Coral Cocktail Lounge decorations tied in mostly with War Savings Bonds and the Red Cross. Each 
guest received a War Savings Stamp booklet, in carrying case and each booklet had one 25 cent stamp. Should each recipient 
fill his book over $18,000 in bonds would be sold. Fred A. Scholl, president, Long Island Hardware Co., Long Island City, 
N. Y., wholesalers, was chairman of the shore dinner and the unusually fine entertainment bill was in charge of Harry W. 
Kornrumph, Long Island Hardware Co. The diners were led into the ballroom by the Grand Street Boys Drum Corps. 
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ber of the larger class of job-| meetings continue to keep thc 


bing houses. Wholesale houses | attendance to a high mark. Mar 
are recognizing more than ever | shall E. Neidecker, chairman of 


the importance of having repre- 
-entatives in this city, and these 





LEONARD E. OLIVER 


gentlemen are regarded as enter- 
ing upon their enterprise under 
very favorable auspices. They 
will have the best wishes of 
many friends for their success.” 


MAGISTRATE ADDRESSES 
N. Y¥. HARDWARE GROUP 


More than 30 members and 
guests of the Hardware Trade 
Association of New York heard 
a brief and informal address by 
Hon. Nicholas H. Pinto, city 
magistrate, at the May 19 meet- 
ing held at the Railroad Ma- 
chinery Club, 30 Church St., 
New York City. The courts of 
New York are just as clean as 
the highest national courts, he 
stated. He emphasized the need 
for laughter these days and told 
of some humorous court happen- 
ings. Fred Scholl, Long Island 
Hardware Co., Long Island City, | 
N. Y., presided at the meeting 
and introduced new members. 
Charles Mackenzie, Standard | 
lool Co., and John Ryan, J. C. 
Ryan & Sons, Yonkers, N. Y. 

Announcement was made that 
the June 23 gathering would be 
in the form of a golf outing to be 
held at the Hempstead Country 


Club, Hempstead, Long Island, 
N.S. 


POT AND KETTLE NEWS 


According to announcements 
made by Harry O. Davis, presi- 
dent of the Associated Pot & 
Kettle Clubs of America, the 
scheduled national convention 
which was to have been held at 
Santa Barbara, California, July 
10, 11 and 12 has been post- 
poned by vote of the individual 
club presidents. 


the program comm'ttee, an 
nounced a special luncheon for 
May 26, when the entire cast of 
the Blue Network “Your Blind 
Date” program was _ presented 
through the courtesy of Harp- 
ware Ace. Lynn Hall resigned 
as club treasurer to take a posi- 
tion in the local shipbuilding in- 
dustry, this making the second 
club treasurer to make such a 
move since the first of the year. 
A. V. McBurney has been ap- 
pointed temporary treasurer to 
serve the balance of the year. 
In the winter bowling session, 
Bill Smith won high individual 
honors, with Jack Badham, Jr., a 
close second. A summer season 
starts immediately for the bowl- 
ers. 

C. E. Clarke, housewares buyer 
for Marshall-Wells Co., Spokane. 
Wash., has been appointed re- 
gional vice-president of the Asso- 
ciated Pot & Kettle Clubs to 
represent the newly formed Pot 
and Kettle Club of Spokane in 
the councils of the national asso- 
ciated clubs. 

Despite war conditions, this 
promises to be the best Pot and 
Kettle Club year in its history. 
The San Francisco Club recently 
had its largest regular luncheon 
attendance, 118 being present. 


‘OFFICERS, DIRECTORS 
FOR OLIVER IRON 
AND STEEL CO. 


Shareholders of the Oliver 
Iron & Steel Corp., Pittsburgh, 
Pa., at a recent meeting, re 
elected to the board of directors 
the following: James C. Rea, 
Henry O. Rea, George R. Hann, 
David L. Frawley, W. J. Critten- 
den, John Jenkins, Charles 
Oliver and Theodore F. Smith. 

Newly elected to the board 
was H. V. Blaxter, senior part 
ner in the law firm of Blaxter. 
O'Neill & Houston, a director of 
the Union National Bank of 
Pittsburgh and a director of the 
Universal-Cyclops Steel Corp. 

The board meeting immedi 
ately following the shareholders’ 
meeting elected Ernest C. 
Schleusener as assistant  vice- 
president and re-elected the fol- 
lowing officers of the corpora- 
tion: president, Theodore F. 
Smith; vice-president, M. R. 
Kavanagh; vice-president, James 
C. Rea; vice-president, Henry O. 
Rea; treasurer, W. F. Roll; sec- 
retary and controller, L. E. Urich; 
assistant secretary and purchas- 
ing agent, J. H. Lammert, and 


At the Los Angeles Pot &| counsel and assistant secretary, 
Kettle Club, interesting noon | J. R. Roche. 
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SAMSON SPOT 


Known to dealers, archi- 
tects, builders, and. home 
owners, for nearly half a 
century, as the most dura- 
ble material for hanging 
windows. Made for longest 
possible wear in running 
over pulleys or in any use 
requiring smooth, strong, 
solid braided cotton cord. 
Guaranteed free from im- 
perfections. Samson Spot 
Cord is marked with a suc- 
cession of colored spots 
(any color), which with the 
words “Spot Cord” are both 
trademarks (Reg. U.S. Pat. Off.) 


PHOENIX 


Next best value to Samson 
Spot Cord, and known to 
the trade for nearly as long. 
An excellent cord for use 
where the best is not needed. 
Uniform, strong and dura- 
ble. Good for clothes line 
and general use as well as 
for hanging windows. 


AETNA 


The best cord at a low price. 
All yarn throughout, with no 
loading to increase weight 
and decrease durability. 
Smooth, firm and tough. 


To obtain perfectly and per- 
manently balanced windows 
use good sash cord and suit- 
able weights and pulleys. 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 








You Can Sell ’Em 
I, You Can Tell Em 


And now’s the time to tell ‘em. It’s just 
the right season to do your merchandising 
on Rental Floor Sanding. Days are longer, 
and in spring the housewife’s fancy turns 
to thoughts of redecorating. 


Material well displayed is half-sold. Dis- 
plays like the above are not difficult or 
expensive to make and are a constant re- 
minder to everyone who comes in your 
store that 


“Shabby Blears Can Be Made 
New Again “4 


Rental Floor Departments provide a 
means of filling in profit-gaps caused by 
world conditions. You supply all the ma- 
terials needed as well as rent the sanding 
machines. A nice profit business. 


You should stock “Balanced Cut”—the 
trouble-free Floor-Sanding Papers. 





BEHR-MANNING 


]h4h 110), Olam, (0) 200), meer 7.4, bh 


TROY, N. Y. 
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| to the City Council of Peoria, and | 





OBITUARIES 





CHARLES W. LAPORTE 


Charles W. LaPorte, 68 years, 
died May 12, at Rochester, Minn. 
Mr. LaPorte had been associated 
with the Keystone Steel & Wire 
Co., Peoria, Ill., since 1894, then 
located at Tremont, Ill. At the 
time of his death he was vice- 
president, a director since 1916 
and a member of the executive 
committee. 

Mr. Laporte was twice elected 


three times elected to the Gen- 
eral Assembly of Illinois. He 
held membership in the Creve 


Coeur Club; Country Club of | 
| Peoria; American Iron and Steel 
| Institute; American Society for 
| Testing Materials; Rotary Club | 


of Peoria; George Rogers Clark 
Chapter, Sons of the American 





CHARLES W. LAPORTE 


Revolution of Peoria, of which | 
he was twice president; Sons of 
the Revolution of the District of | 
Columbia, Washington, D.C. He | 
was president for several years of | 
the Associated Employers of 
Illinois, whose head office is in 
Chicago, Ill. | 


THOMAS W. GULLEY 


| 
Thomas W. Gulley, 69, western | 
district manager for.the National | 
Enameling and Stamping Co., 
Milwaukee, Wis., passed away 
recently. Mr. Gulley in 1939 had 
completed his 50th year with the | 
sompany and was also a mem: | 
ber of the Harpware Ace Fifty | 
Year Club. 

He had spent the entire span 
of his business life with Nesco 
and its predecessors, starting in | 
1889 with Matthai, Ingram & 
Co., which company became a | 
part of the National Enameling 
and Stamping Co. when that or- | 
ganization was formed in 1899. | 
Mr. Gulley progressed steadily | 








THOMAS W. GULLEY 


| until he became vice-president in 


charge of sales at the general of- 


‘fices of the company in Mil- 


waukee, Wis. In 1937 the com- 
pany opened its own direct 
Pacific Coast branch office with 
a separate sales organization and 
Mr. Gulley was chosen as its 
head. 


WILLY G. KEUFFEL 
Willy G. Keuffel, 66, president 
of the Keuffel & Esser Co., Ho- 
boken, N. J., passed away May 
16. Mr. Keuffel’s father founded 
the company 75 years ago and 
the son had been associated with 


| it since boyhood. He leaves his 


widow, Ida Lehman Keuffel. 


ELLIS R. NORTHROP 
Ellis R. Northrop, 61, who had 


been associated with R. K. 
Carter Co., New York City, and 
had been a major in the United 
States Army Ordnance Reserve 
Corps, passed away suddenly of 
a heart attack. He leaves his 
widow, a son, and a daughter. 





ELLIS R. NORTHRUP 
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‘ROBERT I. PETRIE 


Robert I. Petrie, 47, vice-presi- 
dent and general sales manager | 
of the manufacturing division, 
The Crosley Corp., Cincinnati, | ll 





ROBERT I. PETRIE 


Ohio, died suddenly in Cincin- 
nati on Friday, May 8, after a 
short illness. 

Mr. Petrie for 15 years had 
been connected with the Nash- 
Kelvinator Corp., advancing 
through several responsible posi- 
tions until he became salesman- 


ager. From 1938 until he joined | 


The Crosley Corp. in July, 1940, 
he was president and general 


OIL BURNER HANDBOOK 

The Master Plumber & Heat- 
ing Contractor, 554 Atlantic Ave., 
Brooklyn, N. Y., is making avail- 


able an “Oil Burner Handbook” | 


| H. D. and R. R. Thompson. In | 


at $2.50 per copy. This book 
written by L. J. Whelan, oil 
burner instructor, New York 
Technical Institute, provides in- 
formation on how to service and 


repair oH burners. The chapters | 


on servicing explain reasons for 
the following: burner starts and 
stops frequently; insufficient 
heat; oil odors; high oil con- 
sumption; summer care of burn- 


er, starting burner in the fall, | 


etc. All types of domestic and 
industrial burners are discussed. 


HARDWARE JOBBER 
DISCONTINUES 
RETAIL STORE 

After a century of service in 
the retail hardware business, H. 
D. Thompson & Co., wholesale- 
retail concern of Malone, N. Y., 
is disposing of its retail division 
to devote itself entirely to its 


wholesale operations. The firm | 
| years, president of the company; 
Malone, and A. I. Marshall ad- 
vises that one of them will be | 


has several large warehouses in 


completely remodeled as an of- 


| manager of the Barlow and Seelig | 
| Manufacturing Company, Ripon, | 
| Wis., and director of its sub- | 


Machine Company, Algonquin, 


JOHN J. JENNINGS 


John J. Jennings, 79, prom- 
inent hardware merchant passed 
away recently following a stroke. 
His home was in Gothenburg, 
Neb. 

Born in Waukon, Iowa, in 
1862. Mr. Jennings moved to 
Gothenburg, Neb., in 1890, where 
he formed a partnership with 
E. J. Spaulding, a boyhood 
friend. Together they founded a 
retail hardware business and 
were partners for 48 years. 

Mr. Jennings was well known 
throughout the _ state, having 
served as president of the Ne- 
braska Retail Hardware Associa- 
tion. In Gothenburg he was a 

| member of the Kiwanis Club and 
had served as mayor and held 
other city offices. 


pores the American Ironing | 


Mr. Jennings is survived by his | 


widow; two sons, Glenn E. Jen- 
nings, president Wright & Wil- 


helmy Co., Omaha, Neb., and | 
president of the National Whole- | 


sale Hardware Association; two 
daughters, Mrs. H. A. Lainson of 
Nebraska, and Mrs. Roger Wil- 
liams of Wilmington, Del. 


- fice. The firm name of the com- 
| pany will be retained. 
| The firm was founded in 1840 


| by H. H. Thompson. In 1880 he | 


was succeeded by his two sons, 


| 1904 the present company was 
| formed and incorporated with H. 


|D. Thompson as president; N. | 


| A. Marshall, vice-president, and 


lent officers are A. I. Marshall, 
| president and treasurer, Harry 
| McKee, vice-president, and Les 
lie Norcross, secretary. , 


. 


|RUGG MFG. CELEBRATES 


100TH ANNIVERSARY 
The Rugg Mfg. Co., Green- 
field, Mass., manufacturer of 
rakes, scoops, snow shovels, etc., 
is celebrating its one-hundredth 
anniversary this year. In 1842 
Amos Rugg established the busi- 
ness, which is now carried on by 
the third generation of the Rugg 
| family. 
A grandson, Frank Rugg, is 


now, and has been for some | 


Samuel U. Streeter is vice-presi- 
dent and sales manager; and 
Clarence D. Rugg, treasurer. 


A. H. Proctor, secretary. Pres- | 













The best Sanding Tool you ever saw” 
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DISPLAY AND SELL—IT’S BRAND NEW 
Yes, and it’s geod, too 


Every customer coming in your store is a real 
prospect for this little sander. It’s a natural 
for homecraftmen and homeowners, and pro- 
fessional painters, carpenters and mechanics 
can use it in their every day work. Even 
housewives can use it to clean griddles and 
tops of stoves. 


The “Speed-grits,” carrying little rolls of 
Behr-Manning Sandpaper in the round maga- 
zine, is fast and economical to use. It’s a 
dandy for smoothing plastered walls, blending 
in sanded floor areas, easing doors that stick, 
refinishing furniture, removing rust from 
metal, sanding edges of glass and many other 
household jobs. It combines all the advan- 
tages of a plane and sandpaper for light work 
and fine finishing. 


With three sanders to each attractive display, 
taking up a space only 7 inches square on 
your counter, the customer can examine a 
sander easily. You'll find that your customers 
won't be able to resist this handy, efficient 
tool. 


Retails for $1.95. 
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HOW TO DETERMINE TOP PRICES 
FOR SUMMER MERCHANDISE 


New Price Regulation, No. 142, sets 
maximum retail prices for season com- 


modities not generally sold in March. 


This order became effective March 18. 


Methods by which retailers can 
establish their ceiling prices for a 
restricted list of summer apparel, 
furniture, and certain other 
warm-weather merchandise that 
was not sold generally in March 

the base period used in OPA’s 
General Maximum Price Regula- 
tion—are contained in a 
and separate order, No. 142. This 
effective May 18, the 
date on which the General Max- 
imum 


new 
became 


Price Regulation for re- 
tailers went into effect. 
The list of 


commodities 


summer seasonal 
covered by Order 
142 may be considered virtually 
complete, Leon Henderson stated, 
and while minor 
may be made there is no inten- 


amendments 


tion of adding to it importantly. 
To arrive at ceiling prices for 
the items in the list to 
the retailer takes the lower of: 
1. The average cost to him of 
the commodity on 


follow 


purchases 
made between the close of his 
last year’s summer selling sea- 
son and the opening of this 
year’s, or May 11, 1942, which- 
ever date is later; or 

2. The net price he would have 
to pay to replace the commodity 
after May 11, 1942 (this being, 
at most, the “highest March” 
price to which manufacturers and 
wholesalers are tied by the Gen- 
eral Regulation). 

To the lower of these, the re- 


tailer then may add: 
His last year’s average per- 
centage mark-up on the same 


commodity, or if he is unable to 
establish mark-up, then the av- 
erage mark-up in the department 
in which he sold the same or a 
similar commodity during the last 
summer selling season. 

The 1941 summer selling sea- 
son is defined to mean a 90-day 


period in the 12 months ended | 
March 31, 1942, during which | 


the retailer sold 75 per cent of 
the same or a similar seasonal 
commodity. 
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One feature of the new summer 
seasonal regulation is a provision 
that will have the effect of pre- 
venting its use by stores located 
in sections of the country where 
summer merchandise was sold gen- 
erally at retail in March—South- 
ern California and Florida are 
examples. Instead of defining 
these areas, the new order simply 
forbids a retailer to use the 
mark-up formula to determine his 
maximum prices if more than 
five per cent of his annual sales 
of the particular article to be 
priced customarily occur in 


March. Those sellers thus are 


required to price their summer | 


merchandise by using the “high- 
est March” price method given 
in the General Regulation. 

Another feature of the 
regulation is a_ provision’ in- 
tended to forestall the possible 


new 


hardship that would follow if a | 


retailer were required to use the 


General Regulation to set maxi- | 


mum prices for his new summer 
seasonal merchandise simply be- 
cause he made an ‘out-of-season” 
sale in March of this year. For 
example, a New York sporting 
goods store may have sold a last- 
bathing suit in March, 
1942, at a price based on last 


year’s 


season’s cost. 
any special provision, the price 
received for this single sale auto- 
matically would constitute the 
maximum price for the 
new 1942 line of bathing suits, 
which may have cost it much 
more at wholesale. The partic- 


’ 
stores 


ular provision aimed at helping | 


retailers in this situation says, 
in effect, that if an “out-of-sea- 
son” sale of 1942 goods was made 
in March, 1942, at a price which 
was: 

(a) No higher than the re- 
tailer’s highest price during his 
1941 summer selling season; and 

(b) Substantially lower than 
the maximum price he would be 


| permitted to charge by the new 


In the absence of | 


regulation’s mark-up formula. 

Then the retailer may arrive at 
the ceiling prices for the partic- 
ular seasonal commodity involved 
by applying the provisions of the 
new regulation. 

However, if the “out-of-sea- 
son’ sale was made at a price in 
excess of last season’s highest 
price and not substantially under 
the maximum price allowed by 
applying the mark-up formula, the 
retailer cannot use the new reg- 
ulation at all, but must abide hy 
the ceiling price 
using his “highest March” price 
under the General Regulation. 

The “summer seasonal” regula- 
tion requires retailers to keep 
records in line with the provision 
of the General Regula:icn and in 
addition, records of all prices 
established by the “mark-up” 
formula. These latter records 
must show the average cost of 
the seasonal commodity priced; 


-TIME ORDERS 


purchase included in the aver- 
age cost; replacement cost after 
May 11, 1942; the mark-up 
added; the cost and selling price 
of the same item during the re- 
tailer’s last selling season, or if 
the departmental mark-up is 
used, the basis on which the re- 
tailer determined the mark-up 
for the department. 





s ’ £ Commodities 


Designated by the Order. This list 
contains only those items which are 
of hardware store interest. 


FURNITURE 
Rattan, metal, and wood chairs, 
tables, settees, gliders and um- 





brellas for outdoor or porch 
use and beach pads. 
Rubberized or coated slip cov- 


ers to protect outdoor furniture. 
Summer rugs made of grass or 
fiber. 

TOYS 
Sand boxes and sand for chil- 
dren's play. 


Wading pools for children’s 
play. 

Toy sail boats. 

Rubber beach toys for use in 


| the water. 


obtained by | 


the cost and quantity of each | 


MISCELLANEOUS 
Awnings. 


Boats, sail, motor, rowboats 
and canoes. 
Electric fans and _ ventilators 


and room coolers. 


Flower boxes for growing 
plants. : 
Holiday novelties for summer 


holidays. 


Household insecticides (by 
Amendment No 
Picnic baskets. 
Screen doors, window screens, 


and screening sold by the foot. 
Slat shades, wooden, for porch 
use. 

Sprinklers for water lawns. 
Sun glasses. 

Trellises and arbors, wooden. 





To a Tanne PLANE 
LIMITED TO EIGHT 


SPECIFIC USES 


On May 18, WPB limited the 
use of tin and terne plate to 
eight specific civilian items, for- 
bidding all other uses except for 
Army, Navy and Maritime Com- 
mission contracts. Terne plate is 
a coating made of a mixture of 
lead and tin. 


Possessors of the metals were 
| notified that they must file an 
itemized statement of their hold- 
ings “so the material may be pur- 


| into war production.” 


chased from them and channeled | 


The permitted uses are: 

For cans, under limitations pre- 
viously set forth. 

For bottle and jar closures to 
the extent authorized by the con- 
servation order. 

For baking pans for institu- 
tions and commercial bakers. 
For dairy equipment 

dipped tin plate). 

For cheese vats. 

For gas meters. 

For oil lanterns. 

For textile spinning cylinders 
and card screens. 


(hot 
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OPA Sets Up Price Appeal 


Temporary Procedural Regulation No. 2 
is issued but is not intended for wide use. 


This regulation expires Aug. | 


when 


a permanent regulation will be issued. 


Procedure by which retailers be used, but the retailer must 


in exceptional circumstances may 
apply for adjustment of an ab- 
normally low maximum price un- 
der the provisions of the General 
Maximum Price Regulation have 
been announced by Leon Hen- 
derson. He emphasized that the 
machinery outlined in Temporary 
Procedural Regulation No. 2 is 
not intended for widespread use. 
“Merchants whose margins are 
lower or even eliminated on the 
article or a group of articles not 
making up a substantial portion 
of their total volume must con- 
sider it their duty to absorb the 
difference or to seek relief from 
their suppliers,’ Mr. Hender-on 
said. “We do not expect appli- 
cations for relief except in the 
most unusual circumstances.” 

The new regulation states that 
any retailer who finds that the 
established maximum price of 
an article is abnormally low in 
relation to the maximum prices 
of the same or similar comodi- 
ties established for other retail- 
ers and thus subjects him to a 
substantial hardship may apply 
for adjustment of that maximum 
price as follows. 

In establishing that his maxi- 
mum prices are abnormally low, 
a retailer must, as far as possible, 
produce evidence showing to 
what extent his maximum prices 
are unusually low compared with 
prices established for other sel- 
lers of the same article. He 
must also produce evidence show- 
ing the price is unusually low 
compared with the price custom- 
arily charged by his store. 

In establishing substantial 
hardship, the dealer must pro- 
duce evidence showing the loss 
suffered on the particular com- 
modity as a result of the maxi- 
mum price established and the 
effect of such loss on his overall 
operations. 

Applicants for adjustment in 
prices of single items, in one 
store, or in a group of stores un- 
der common ownership, should 
use Form OPA-T-1 for each 
item. Where the price abnor- 
mality complained of applies to 
most of the articles sold by a 
particular store or in a group of 


stores. Form OPA-T-1 need not 
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outline in detail the nature and 


extent of thé hardship claimed, 
and the precise relief requested. 
An original and one copy of 


| cause of the abnormality, the | 


an application must be filed | 


with the appropriate regional 
office of OPA. But where a single 
application relates to stores of 
the applicant in more than one 
region, the original and copy 
must be filed with the Retail 
Trade and Service Division of 
the OPA in Washington, D. C. 

An applicant whose applica- 
tion has been denied in whole 
or in part by the regional office, 
may, within 15 days, after the 
date on which the denial was 
mailed to him, file with the re- 
gional office a reque:t for a re- 
view by the Administrator. This 
request must be filed on Form 
OPA-T-2. 

Region 1. Boston Regional 
“Office, 17 Court St., Maine, New 
Hampshire, Vermont, Massachu- 
setts, Rhode Island, and Con- 
necticut. 

Region 2. New York Regional 
Office, 350 Fifth Ave., New 
York, New Jersey, Pennsylvania, 
Delaware, Maryland, and Dis- 
trict of Columbia. 

Region 3. Cleveland Regional 
Office, 363 Union Commerce 
Building, Ohio, Michigan, Indi- 
ana, Kentucky, and West Vir- 
ginia. 

Region 4. Atlanta Regional 
Office, Candler Building, Peach- 
tree St., Georgia, Alabama, Mis- 
sissippi, Florida, Tennessee, 
North Carolina, South Carolina, 
and Virginia. 

Region 5. Dallas Regional 
Office, Fidelity Union Building, 
Texas, Oklahoma, Louisiana, Mis- 
souri, Arkansas, and Kansas. 

Region 6. Chicago Regional 
Office, 2301 Civic Opera Build- 
ing, 20 North Wacker Drive, II- 
linois, Wisconsin, Towa, Minne- 
sota, North Dakota, South Da- 
kota, and Nebraska. 

Region 7. Denver Regional 
Office, 334 U. S. National Bank 
Building, Colorado, New Mex- 
ico, Utah, Idaho, Montana, and 
Wyoming. 

Region 8. San Francisco Re- 
gional Office, 1355 Market St., 

























As with all other bits 
we make, these special 


ELECTRICIANS’ 
AND PLUMBERS’ 
BITS 


receive an individual 
“HICKORY TEST” 


HOUGH made of fine, high 

quality steel, tempered for 
long edge life, before approved, 
every Russell Jennings bit is 
tested in tough, seasoned hick- 
ory. The slightest defect is 
cause for rejection. 


This test is especially valu- 
able with these electricians’ and 
plumbers’ bits, which must be 
equal to all kinds of woed. To 
help their performance, they 
have single spur and cutter and 
coarse screw, which insure 
speedy work, even in gummy 
woods. 

L-101E, Electrician's Bit, 10%” over all, 
comes in 10, 11 and 12 sixteenths. Extra 


length for extended reach. Extra twist for 
good chip clearance in deep holes. 


J-101E, Electrician's or Plumber's Bit, 912” 
over all, comes in 11 to 16 sixteenths inclu- 
sive, also 18, 20, 22, 24 and 28 sixteenths. 


J-101S Plumber's Bit, 614” over all, comes in 
12, 13, 14 and 15 sixteenths. 


Your Jobber Can Supply You 






iw 
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AUGER BITS 








THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 












Unloaders 
Tracks 
Forks 
Slings 
Pulleys 
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America’s war time crops 
of hay and grain will be the 
largest in history. When this 
is coupled with the serious 
shortage of harvest labor it is 
plain that all hay and grain 
unloading equipment on farms 
must be put in first class con- 
dition through repairs or re- 
placements. Here then is a 
waiting and ready market for 
Myers dealers, who have in 
the Myers Hay Tool Line the 
answer to the war time prob- 
lem of handling hay and grain 
quickly, easily and efficiently 
with a minimum of help. 


Although every effort is 
being made to provide ample 
stocks of Myers unloaders, 
track, forks, slings, pulleys and 
fixtures for the approaching 
harvest it is possible that later 
on we will not be able to 
make shipment of all of these 
items, except for emergency 
use. We recommend dealers 
urge their customers to check 
their unloading equipment for 
possible wear and breakage 
now while replacements and 
repairs are readily available. 


If you do not have latest 
Myers Complete Line and 
Parts Catalogs write for them. 


THE FE MYERS « bro. co. 


ASHLAND, OHIO 


PUMPS * * « WATER SYSTEMS 
SPRAYERS « * * HAY TOOLS 
DOOR HANGERS 


PRIORITIES | 


AND WAR-TIME ORDERS 


California, Nevada, Arizona, 
Oregon, and Washington. 
Territorial Office and Terri- 
tories Covered: 
Region 9. 


Office of Price Administration, 
| Washington, D. C., Alaska, 
Puerto Rico, Virgin Islands, 
| Canal Zone, Hawaii, and Philip- 


Territorial Office, ' pine Islands. 





PRICE CEILINGS GOVERN 
FAIR TRADE LAWS 


(Washington Bureau 
of HARDWARBP AGE) 


established by the 
General Maximum Price Reg- 
ulation will control retail selling 


Ceilings 


prices in cases of any conflict | 


with State Fair Trade Laws, 


Price Administrator Leon Hen- | 


derson announced today. 

“Fair trade agreements cannot 
require a retailer to sell above 
his ceiling price,” Mr. Hender- 
son said. “To the extent that 
any fair trade agreement or 


State Fair Trade Act is incon- | 


sistent with the Regulation, th 
Regulation will control.” 

Three basic points on fair trade 
agreements were outlined for the 
retailer by Mr. Henderson: 

1. Fair Trade agreements may 
establish a minimum price which 


is binding upon a retailer only if | 


that minimum is not higher than 


the ceiling prices of that retailer. | 


2. No new fair trade agreement 


effective after May 18 may es- | 


tablish minimum prices for a re- 
tailer higher than the 
ceiling price of that retailer. 

3. If the highest price charged 
by a retailer during March was 
below the minimum price estab- 
lished by a fair trade agreement, 
the retailer is nevertheless 


| agreement or a State Fair Trade 
Act. 

However, in the last instance, 
where a retailer is “frozen” at a 
maximum price which forces him 
to sell below the minimum price 
set in a fair trade agreement 
that was in effect in March, he 
may apply under Section 18 (a) 
of the Regulation for an adjust- 
ment of his ceiling on the 
ground that it is “abnormally 
low in relation to the maximum 
prices of the same or similar 
commodities established . . . for 
other sellers at retail.” 

Trade agreements controlling 
minimum retail prices are gen- 
erally based on one of two types 
of State Law. 

State Fair Trade Acts permit 
manufacturers or distributors of 
branded articles to establish min- 
imum retail prices through agree- 
ments with the trade. 

State Unfair Practices Acts 


| control minimum prices without 


March | 


“frozen” to the prices he actually | 


charged, regardless of the fact 
that in charging such price he 
may have violated a fair trade 


supplementary agreements, uSu- 
ally by forbidding a retailer from 
selling below cost or at less than 
a specified percentage—often 6 
per cent—above cost. This type 
of law was directed particularly 
as “loss leaders.” 

Under either type of law, Mr. 
Henderson stated, minimum 
prices may be stablished only to 
the extent that they do not re- 


| quire a retailer to sell above his 
ceiling prices. 





Golf Club Makers May Use Up 
Fabricated Plastic Ferrules-Caps 


WPB has .issued Amendment 
No. 2 to the golf club order, 
L-93, permitting golf club man- 
ufacturers to use completely fab- 
ricated plastic ferrules and caps 
they now have on hand. All 
manufacture and assembly of 
golf clubs using iron, steel and 
other critical materials will cease 
after May 31. 

A ferrule is the attachment 
used to finish the joint between 


the head and the shaft. A cap 
is a material, usually plastic or 
hard rubber, used to plug up 
the end of a steel shaft and to 
give the shaft a finished appear- 
ance. The use of plastics in any 
form was prohibited in the 
original order. The fabricated 
material whose use is permitted 
by the amendment cannot be 


used in any other way. 
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Prices Fixed for Used 


Mechanical Refrigerators 


(Washington Bureau 
of HARDWARE AGE) 

As the result of a separate 
price action by OPA, ceiling 
prices, reflecting February, 1942 
levels, have been placed on all 
sales of used mechanical house- 
hold _ refrigerators. Maximum 
prices in specific dollars and 
cents figures are listed for hun- 
dreds of second-hand refrigera- 
tors of all brands and models in 
the Order, Maximum Price Reg- 
ulation No. 139. <A formula to 
enable sellers to determine the 
price of a used refrigerator which 


may have been omitted from the | 


long list is also provided by the 
regulation. 

The regulation hecame effective 
May 18. 

The Regulation sets specific top 
prices that may be charged for 
“as is”, “unreconditioned” and 
“reconditioned’ boxes. In gen- 
eral the ceiling price for a re- 
conditioned refrigerator is less 
than half the manufacturers 
original suggested retail price for 


the same machine when new. | 


Maximum prices for most unre- 
conditioned boxes run about $30 
per unit less, (while for “as is” 
boxes the ceiling goes down as 
low as $10.50 each). All of the 


maximum prices exclude Fed- 


eral excise taxes or any State | 


and municipal taxes that are gen- 
erally passed on separately to the 
buyer. 


An “as is” refrigerator is de- 

| fined as one which does not meet 
| the standards set by the Regula- 
tion for “unreconditioned” or 
“reconditioned” machines. “Un- 
reconditioned”, according to the 
order, applies to a second-hand 
box that (1) has been cleaned 
and checked; (2) is capable of 
maintaining an interior tempera- 
ture of 45 deg. F. for 24 hours 
at a room temperature of 90 deg. 
F., and (3) bears the seller’s 
written 90-day guarantee for free 
replacement of any defective 
parts. 

To qualify as “reconditioned” 
under the Regulation a used re- 
frigerator must be subjected to 
extensive mechanical checking 
and overhaul calculated to put 
it in first-class operating condi- 
tion. A 21-point work list is in- 
cluded in the order spelling out 
each reconditioning operation. A 
one-year guarantee for free re- 
| placement of defective parts must 
be furnished the buyer of a re- 
| conditioned unit. 


| Sellers. of second-hand boxes 
are required by the order to con- 
| tinue the same cash discounts, 
| trade-in allowances, delivery, and 
| installation services, etc., as were 
in effect on Feb. 16, 1942. In 
addition, detailed records must 
| be kept of every used refrigerator 
sold, giving the make, model, 
| condition, price, discounts, and 
‘trade-in, if any. 


| 
| 
| 





Maximum Prices Cannot Be Based on 


Sample or Memorandum Goods Prices 


Emphasis has been placed by 
Price Administrator Leon Hen- 
derson on the recent ruling by 
the Office of Price Administra- 
tion that wholesalers and manu- 
facturers who delivered articles 
as samples, or on memorandum, 
during March, 1942, may not 
use the prices at which these 
articles were offered, to price 
them under the General Maxi- 
mum Price Regulation. 

The samples or memorandum 
goods, Mr. Henderson pointed 
out, probably would have been 
priced higher than goods actu- 
ally delivered in March. 

“In many instances,” he said, 
“these goods would have been 
Fall lines. The sample or memo- 
randum prices, however, under 
the Regulation, may not be used 
as the basis for pricing the manu- 
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facturer’s or wholesaler’s Fall 
line. 

“The primary test for deter- 
mining a seller’s maximum price 
for a commodity is the highest 
price charged by him for that 
commodity for delivery during 
March, 1942. The term ‘highest 
price charged’ means (1) the 
highest price at which a com- 
modity actually was delivered 
during March or (2) if that 
commodity was not delivered, the 
seller’s highest offering price for 
delivery during March. These 
limitations on delivery and offer- 
ing price constitute a_ partial 
‘roll-back’ of the ‘squeeze’ on re- 
tailers 

“If all lines were priced on the 
basis of mere samples or memo- 
randum deliveries during March, 
the purpose of the Regulation 
would be largely nullified.” 





ARE EASY TO SELL 
TO THE MAN WHO 
WANTS TOOLS THAT 


LAST LONGER 















BUILT TO STAY SHARP LONGER AND 
TO STAND UP UNDER LONG, HARD USE 


Today, the professional woodworker and home craftsman 
demand tools that hold their cutting edges and that will 
withstand the wear of every-day use and provide years of 


service. 


You can be sure that even the most particular 


customer will be satisfied with the quality and dependable 
long life of Greenlee Tools... tools made by experienced, 
skilled craftsman from the highest grade materials, properly 
heat-treated and carefully finished. Check into the complete 
Greenlee Line today ... tough, sturdy tools that are easy 


to sell and tools that stay sold. 


-- . , 


Auger Bits — The Greenlee Line 
includes auger bits with all types of 
twists and heads to meet every need 
from cabinet work to electrical con- 
struction. All are made of high-grade 
selected steel with an accurately 
pitched screw, ample twist, with 
smooth, fast-boring cutting edges, 
and polished to a fine finish. 


—_____—_sjf 


Expansive Bits — Greenlee Ex- 
pansive Bits are made with a wide, 
open throat that assures positive 
chip clearance and smooth, uninter- 
rupted boring. The popular set-fast 
bit shown here is easy to adjust, 
locks securely, and has a keen cut- 
ting edge. A plain type and a screw 
adjusting type are also available. 





Chisels — There are Greenlee 
Chisels for all work from carpentry 
to cabinet making and from pole 
framing to tree surgery. These 
include the popular types of socket 
tools, the tang butt and firmer chis- 
sels, and the socket framing chisels. 
Greenlee Chisels are made with a uni- 
form toughness that will hold a fine 
cutting edge through long hard use. 


— 


Push Drills — Greenlee Auto- 
matic Push Drills are made with two 
styles of handles, either the hard- 
wood or the transparent handle. The 
handles of both tools serve as maga- 
zines for eight drill points. The 
working parts of these tools are fully 
enclosed and are sturdily constructed 
to provide years of service. 


MANY OTHER TOOLS... other tools in the complete line of 


Greenlee Tools for the Woodworker, Electrician, and Plumber 


include spiral screw drivers, 


turning tools, gouges, draw 


knives, and a complete selection of boring tools. These tools 
can mean extra sales for you. Call on your jobber for details 
or write to us. 


1806 HERBERT AVE 
ROCKFORD, ILLINOIS 
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Your customers will find 
in Union Hardware Chisels and “Champion” Screwdrivers 
the right combination of rugged strength and precision 
craftsmanship that enables these tools to do good work 
despite long, hard use and severe extra duty assignments. 


The chisels are made of special steel, expertly tempered to hold an 
edge longer and to respond to repeated sharpenings. Available 
in standard blade widths, plain or bevel edge, plain or leather 
tipped hickory handles, in the following patterns: Socket Firmer, 
Cabinet, Pocket, Butt and Framer. 


“Champion” Screwdrivers have long been recognized for their 
exceptional strength which results from an exclusive construction 
feature that positively prevents the blade from twisting loose in 
the handle. Offered in 5 styles—Regular, Cabinet, Machinist, Elec- 
trician and Special—and 25 blade lengths from the 114” Special 
to 30” Machinist. 

Count on the 78-year-old Union Hardware name to defend 
your name when the call is for chisels and screwdrivers 
that must serve dependably beyond the call of normal 
service. Ask your jobber for full particulars. 


HARDWARE COMPANY 
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PRICES FIXED FOR 
FARM INSECTICIDES 
AND FUNGICIDES 


(Washington Bureau 
of HARDWARE AGE) 

The OPA has declared retail 
sales of agricultural insecticides 
and fungicides to be seasonal 
and issued Maximum Price Reg- 

! ulation No. 144 to determine the 
manner in which maximum retail 
prices are to be establjshed. The 
regulation became effect've May 
18, 1942. 

Under its terms, any seller at 
retail is to determine his selling 
price of each brand and _ pack- 
age size during the calendar 
month between April 1, 1941 and 
March 31, 1942 in which he made 
the largest deliveries of the item 
to users. He is to determine the 
cost to him of the goods he de- 
livered to users in that month, 
then compute the dollar and 
cents margin between the selling 
price and the cost price. 

The margin is to be added to 


| the maximum price that can be 
charged to the retailer by his sup 
plier under the terms of the 
General Maximum Price Regu- 
lation. The resulting figure is 
the maximum reta‘l price for the 
item, and is to remain the max 
imum price unless changed by 
special order. 

Price Administrator Leon Hen 
derson pointed out that no re- 
tail sales of several insecticides 
and fungicides were made dur- 
ing March in most of the coun- 
try, and that maximum retail 
prices could not be established 
under the General Maximum 
Price Regulation, which uses the 
highest prices of March, 1942 as 
ceiling levels. 

Regulation No. 144 is to apply 
to all agricultural insecticides 
and fungicides in all areas at 
| retail, even though March prices 


are available in some instances. 





Dealers Get to July 1 
For Filing Prices With OPA 


(Washington Bureau 
of HARDWARE AGE) 


Extension from June 1 to July 

1 of the time within which retail 
storekeepers must file price lists 
on cost-of-living items with local 
War Price and Rationing Boards 
has been announced by Price 
Administrator Leon Henderson. 
As issued on April 28, the Regu- 

| lation required each retail store 
to display publicly its ceiling 
prices for every “cost-of-living” 
item beginning May 18 and to 
file a list of these items with an 
OPA War Price and Rationing 

Board by June 1. 

The amendment does not 
change the May 18 posting re- 
quirement, but does extend the 
price list filing date from June 
| 1 to July 1. This has been done 
| to relieve somewhat the burden 
| of physical work that the Regu- 
lation imposes on retailers, espe- 


cially small merchants, whose 





| stock may contain hundreds, and 
| even thousands, of items. 
In announcing the amendment. 
Mr. Henderson again emphasized 
the over-all character of the price 
regulation. 
“Whether an art'cle is listed 
in the Regulation as a ‘cost-of- 
living’ commodity or not it is 
covered by the general ceiling 
unless it has been specially ex- 
cluded or is controlled through 
a separate OPA regulation,” he 
said. There are only a few ex- 
ceptions of common interest. 
| These are: fresh fruits, fresh 
vegetables, eggs, poultry, butter. 
cheese, evaporated milk, flour. 
mutton, lamb, fresh fish and sea 
food, dried prunes, dried beans. 
and nuts. 
Aside from these, every singl 
thing that is sold over the coun 
| ters of the nation’s 1,900,000 re 

tail stores will be subject to gov 
| ernment price control beginning 
| Monday. 
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11 TYPES OF ITEMS 
EXEMPTED FROM 
L-63 RESTRICTIONS | 


these items remain subject to the 
dise have been specifically ex-| terms of Priorities Regulation 
empted from the restrictions im-| No. 1, which provides that all 
posed by Suppliers’ Inventory | inventories must be kept to a | 
Limitation Order L-63. practicable working minimum. 
Interpretation No. 1 of this Their removal from the re- 
order, issued today, lists seeds, | stricted list means that dealers 
plants, livestock, fertilizer, clocks, | needing priority assistance in ob- 
watches, sporting goods, furni-| taining any of these materia's | 
ture, pottery, china, and glass-| must apply for it on form PD-1A 
ware as items which need not/| and not on form PD-1X, which 


| 


be included in calculation of the | is to be used only in the case 


dollar volume of inventories per-| of goods placed under inventory 
mitted by L-63. Inventories of | control by L-63. 


Eleven categories of merchan- 





Inventory Restrictions Relaxed 


To Allow Delivery of Short Items 


(Washington Bureau |a total dollar volume equal to 

of HARDWARE AGE) : . . , : : 

| his sales of the:e specific items 

Wholesalers and distributors | during the preceding month. 
covered by the WPB Suppliers’ | This will prevent a shortage of 
Inventory Limitation Order, L-63, | such items in communities served | 
will be permitted to accept deliv- 
eries of limited quantities of 
specific items, regardless of their 
total inventory, by Amendment 
No. 2 to the order, issued May 6. has recommended the action be- 

Amendment No. 2 to L-63 is| | ; ee 
| cause some suppliers may not be 


designed to alow suppliers who | . : 
_— , PI able to reduce their total inven- 
are subject to the order to re- é 
Sti akeet : ‘ tory to an extent which would 
plenish stocks of specific items rag ditional 
in which they are “short” even pe rans § em to accept additiona 
when their total inventory ex. | @¢liveries for many months under 
ceeds the maximum permitted by | the terms of the order as orig- 
the order. The amendment) inally written and, as a result, 
allows a wholesaler or distribu-| the retail stores in the commun- 
tor to accept deliveries of spe-!| ities they serve might not be 
cific items of such supplies up to | able to buy some items at all. 


by suppliers whose total inven- 
tory now exceeds the maximum 
permitted by the order. 

The WPB Distributors Branch | 








Lead and Zinc Preserving Finish | 
Permitted on Plumbing Fixtures 


(Washington Bureau 


amendment revises the restriction 
of HARDWARE AGB) 


to bar the use of chromium, 
The WPB plumbing and heat-| nickel, cadmium copper and 
ing simplification order, L-42, as | copper-base alloy. This action 
amended May 6, permits the use| was taken after the Lead and 
of lead and zine as a preserving | Zinc Branches advised that at 
finish on plumbing fixtures and | present there are sufficient quan- 
trim. The amendment also re-| tities of lead and zinc to supply 
moves all restrictions on the use| the small amount needed for 
of materials in fitting and trim | finishing purposes. 
made for chemical plants, hos-| WPB also announced that 
pitals, research laboratories, ves-| Schedule VII, covering ia 
sels, other than pleasure craft,| water heaters and piping sys- | 
and airplanes, where use of non-| tems, had been amended to per- | 
critical materials is impractical.| mt the Director of Industry 
Schedule to the order pro- | Operations to make exceptions to | 
hibited the use of metallic coat-| the schedule in meritorious | 
ings for finishing purposes. The | cases. 
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WAR-TIME ORDERS. 


Bicycles May Be Shipped; 
Rationing Begins Soon 


| that can show more than 50 per 


As a preliminary to bicycle 
rationing, which the Office of 


Price Administration will begin | 


in about three weeks, Adminis- 


trator Leon Henderson has an- | 


nounced issuance of Ration Or- 
der No. 7, permititng manufac- 
turers to ship adults’ bicycles to 
distributors for the first time 
since April 2, when sales and 
transfers were frozen by the War 
Production Board to forestall a 
possible run of buying. Effec- 
tive date of the order was May 
15. At the same time, the Admin- 
istrator said that he had request- 
ed all dealers, distributors and 
manufacturers to report their May 
8 inventories of all bicycles ex- 
cept children’s sizes. 

Manufacturers may begin 
shipments to distributors imme- 
diately, even before they have 
reported their inventories. How- 
ever, this does not excuse them 
from filing such reports as soon 
as possible. 

Shipments in limited quantity 
to dealers for resale only also 
are permitted, but such transfers 
must await word from the OPA 
to the manufacturer or distribu- 
tor that the dealer receiving the 
bicycles has first filed his inven- 
tory report. After this require- 
ment is complied with, a dealer 
may buy as many as ten adults’ 
bicycles for each of his sales out- 
lets, in addition to those he has 
on hand. 

The dealer who intends to 
make such purchases must state 
on his inventory report the names 
of the suppliers with whom he 
wishes t» place his orders and 
the number he wishes to buy. 
On receipt of the inventory, the 
OPA will give the suppliers 
named permission to release. to 
the dealer the number of bicycles 
designated. However, no sales to 
the ultimate consumer may be 
made before the rationing pro- 
gram, yet to be announced, has 
begun. 

An exception is made to this 
rule in cases where a war produc- 
tion plant needs bicycles for em- 
ployee transportation. In such 
cases, OPA headquarters in 
Washington may grant permis- 
sion for the purchase. This ex- 








ception applies only to plants | 


60 


cent of their orders or deliveries 
in April bore a priority rating 
of A-10 or better. The OPA per- 
mission will be in the form of a 
written authorization which the 
buyer must turn over to the seller 
at the time the purchase is made. 

Order No. 7 was issued by 
OPA pursuant to authority dele- 
gated to it by WPB. It will re- 
main in effect only until the con- 
sumer rationing program goes 
into operation. 

Children’s bicycles—the dif- 
ference between adults’ and 
children’s is determined by the 
size of the frame—will not be 
subject to rationing and are not 
to be included in the inventory 
reports to OPA. Manufacture of 


| children’s sizes was halted by 


| measure more 








WPB order on April 1. 
Adults’ bicycles are any that 
than 17 inches 
from the center of the crank, to 
which the pedals are attached, 
to the top of the seat post mast. 
Rental bicycles of such size 
owned by dealers must be in- 
cluded in the inventory, provided 


| they never have been sold to 
| and used by a consumer. 


Rationing of bicycles will be 
under the direction of OPA’s 
Automobile Rationing Branch. 
The inventory reports are to be 
sent to the inventory unit of the 
Office of Price Administration in 
New York, rather than to the 
head office in Washington. In- 
structions and forms on which 
the inventory reports are to be 
filed have been sent to all bicycle 
dealers, distributors and manu- 
facturers. Anyone in the bicycle 
trade who has not received 
forms may get copies from manu- 
facturers or from OPA Regional 
Offices or headquarters in Wash- 
ington. 

Except for bicycles manufac- 
tured before April 1 of this year 
and not yet sold at retail, the 
so-called “War Model” will be 
the only type available for ra- 
tioning. 





WPB Sets Up 13 Regional Offices; 


Directors Given Broad Powers 


(Washington Bureau 
of HARDWARE AGE) 

One of the most important 
steps ‘yet taken in the decentral- 
ization of War Production Board 
activities throughout the nation 
has been announced by James 
S. Knowlson, Director of Indus- 
try Operations, with the issuance 
of orders and regulations officially 
setting up 13 regional offices and 
vesting broad authority in the 
regional directors. 

The effect of the action taken 





is to center policy and planning | 
work in Washington, but to put | 


operations, insofar as posible, in 
the field. It is expected that 
additional functions and 


duties | 


will be vested in the field direc- | 


tors as soon as posible, in order 
that businessmen and industrial- 
ists in various parts of the 
country may deal as much as 
posisble with the field offices. 

The 13 regional offices estab- 
lished are: 

Region No. 1, Boston; Region 
No. 2, New York; Region No. 3, 
Philadelphia; Region No. 4, 
Atlanta; Region No. 5, Cleve- 
land; Region No. 6, Chicago; 
Region No. 7, Kansas City; Re- 
gion No. 8, Dallas; Region No. 
9, Denver; Region No. 10, San 
Francisco; Region No. 11, De- 


troit; Region’ No. 12, Minnapolis, 
and Region No. 13, Seattle. 

So far, eight regional direct- 
ors have been appointed. They 
are: Orville H. Bullitt, in Phila- 
delphia, Ernest Kanzler in De- 
troit, Frank H. Neely in Atlanta, 
John C. Virden in Cleveland, 
Joseph L. Overlock in Chicago, 
amd Walter H. Wheeler in Bos- 


ton; Joseph P. Maguire, New 
York, and Leslie A. Miller, 
Denver. 


Cc. M. WILCOX HEADS 
PLUMBING SECTION 


(Washington Bureau 
of HARDWARE AGE) 


C. M. Wilcox, Washington D. 
C., has been appointed chief of 
the newly created Plumbing Sec- 
tion of the WPB Plumbing and 
Heating Branch. Mr. Wilcox 
recently had been on the staff 
of the OPA Standards Section for 
which he prepared standards on 
plumbing. Previously, he was a 
mechanical engineer in the War 
Department, where he designed 
specifications for army construc- 
tion. The Plumbing Section will 
be responsible for plumbing fix- 
tures, trim, fittings, and special- 
ties. 





RAW ISTLE RESERVED 
FOR BRUSHES, TWINE 
AND CORDAGE 
(Washington Bureau 
of HARDWARE AGE) 

The use of istle, a fiber grown 
in Mexico, was restricted in 
Order M-138 announced May 11 
by WPB. Because of a shortage 
of jute and sisal, normally im- 
ported from the Far East, an in- 
creasing amount of istle is re- 
quired for brushes, twine, up- 
holstery and padding. The order 
restricts the use of raw istle to 
brushes, twine and cordage. In 
addition, it may be used for 
padding on orders rated higher 
than A-2. By thus limiting the 
use of istle to three products, the 
order prevents the use of the 
fiber as a substitute for scarce 

materials in other products. 

Importation of raw istle was 
restricted on March 14 under 
General Imports Order M-63 
issued by WPB. Those restric- 
tions are carried over in M-138, 
but the restrictions of M-63 on 
disposition of imported raw istle 
are relaxed to permit any de- 
livery authorized by M-138. Im- 
ports of istle products are re- 
stricted to the products for which 
raw istle may be used in this 
country. 

The order restricts inventory 
of raw istle to a four-months’ 
supply at current rate of sales or 
use. This restriction does not 
apply to governmental agencies 
or to stockpiles. Inventory of 
istle products is limited to a 
two-months’ supply for a proc- 
essor and to a one-month’s sup- 
ply for other persons. 





CUTLERY INDUSTRY 
ADVISORY COMMITTEE 


The formation of a Cutlery In- 
dustry Advisory Committee has 
been announced by T. Spencer 
Shore, Chief of the WPB Bureau 
of Industry Advisory Committees. 

The committee is: 

H. Alpern, Pal Blade Co., 
Holyoke, Mass.; S. L. Berger, 
pres., Rex Cutlery Co., Irving- 
ton, N. J.; G. E. Chatillon, pres., 
Foster Bros. Cutlery Div., John 
Chatillon & Sons, New York 
City: C. H. Corbin, treasurer, 
Ontario Knife Co., Franklinville, 
N. Y.; Ralph E. Herman, Sta- 
Brite Production Corp., New 
Haven, Conn.; C. E. Dorrell, 
vice-president, Russell Harring- 
ton Cutlery Co., Southbridge, 
Mass.; Alfred Kaster, president, 
Camillus Cutlery Co., New York 
City; C. L. F. Wieber, president, 
Henkel Claus Co., Fremont, 
Ohio, and Norman Wiss, presi- 
dent, J. Wiss & Sons Co., Newark, 
N. J. 

Jesse L. Maury is Government 


Presiding Officer. 
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NATIONALLY ADVERTISED IN LADIES' HOME JOURNAL 


No. 453 TWIN-SERVER SET 
with PLASTIC TOPS AND SPOONS 


A best seller for jellies, jams, marmalade, 
horse radish, mustard, catsup, chili sauce, 
etc. 2-piece hinged-tops, spoons, and tray 
are sanitary Tenite plastic; clear-glass 
containers are 6-0z. capacity. Tray comes 
in red or ivory; caps and spoons are red 
only. Set retails complete at 50¢. 


@ NEW YORK OFFICE—200 FIFTH AVE. 


No. 630 SUGAR SERVER 
with SELF CLOSING PLASTIC TOP 


Very timely for featuring in connection 
with sugar rationing. Practical because it 
saves sugar, prevents spilling. Has sani- 
tary, self-closing, all-plastic top of red 
Tenite ; is hinged for easy pouring. Con- 
tainer is clear-glass. ll-oz. capacity. 
Height 6”. Retail price, 25¢. 


(Retail prices slightly higher west of Mississippi) 





No. 465 OIL and VINEGAR SET 
with PLASTIC DRIPLESS SERVER TOPS 


Has all-Tenite plastic dripless server tops 
in red; Tenite plastic tray in red or ivory. 
Containers are clear-glass, 7-0z. capacity ; 
height 4”. Retail price: 70¢. (Deluxe set 
No. 461 with stainless steel slides and 
springs: $1.00.) 


@ WESTERN OFFICE—TERMINAL SALES BLDG., SEATTLE, WASH. 


FEDERAL TOOL CORP., 400 nortH Leavitt strREET, CHICAGO, ILLINOIS 











BARROWS 

LAWN ROLLERS 
CONCRETE CARTS 
DRAG SCRAPERS 
MORTAR PANS 
MIXING BOXES 





AN IMPORTANT FACTOR 
IN WINNING THE WAR 


Without fanfare or columns of publicity, Jackson Superior Products 
are efficiently and quietly carrying their share of the load in this 
National emergency. Long before walls take shape, Jackson Products 
are on the Job doing their part in converting fields into airplane fac- 
tories, swamps into shipyards and wooded trails into super-highways. 


Just as they have always been since 1876, Jackson Superior Prod- 
ucts are all that the name implies. Despite material shortages, quality 
is not in any way being sacrificed. Your Jobber can give you complete 
details on the sizes and quantity available. 





Write for Catalog No. 42H—lllustrated in Color. 





HARRISBURG, 





JACKSON MANUFACTURING CO. 


PENNSYLVANIA 











MAY 28, 1942 






USE OF COPPER AND ITS ALLOYS 
BANNED FROM OVER 100 ITEMS 


Order Hits Builders’ Hardware 


Order M-9-c as revised also prohibits copper plating of all articles listed. 
Items on list A-| may not be manufactured, assembled, or finished 


after May 31. 


List A of old order carried over. 


Items not on either 


list must not be made after June 15 unless certain conditions exist. 


The War Production Board has 
prohibited the use of copper and 
its alloys, including brass and 


bronze, in an additional hundred- | 


odd civilian products; curtailed 


other uses after June 15, and | 


ordered a number of other re- 
strictions designed to conserve 
supplies of the metal. The ac- 


tion was taken in a revision of 
Order M-9-c, issued by J. S. 
Knowlsen, Director of Industry 
Operations. M-9-c originally was 
issued on October 21, 1941, 
and has been amended fre- 
quently. 

The order maintains the List 
“A” of the previous order in 
substantially the same form. Use 
of copper in the manufacture of 
articles on this list was prohib- 
ited after March 31, 1942. A new 
list, “A-1,” is added. Items on 
this list must not be manufac- 
tured, assembled or finished after 
May 31. 

Probably the greatest disloca- 
tion the order will cause will be 
by the ban on manvfacture of 
the common household pin. Ap- 
proximately one-third of the pins 
manufactured in 1940 and 194] 
were made of brass, with the 
remainder of steel. There is no 
ban on steel pins, but the rate 
of production is limited. 

Among other items on List 
“A-1” are bulbs and neon and 
fluorescent tubes for advertising 
and display purposes, bulbs and 
cords for Christmas trees; dog 
collars, fountain pens and musi- 
cal instruments. 

Beginning May 7 manufactur- 
ers may not further process cop- 
per, brass or bronze plate, sheet, 
strip, rolls, coils, wire, rod, bar, 
tube, pipe, extrusions, ingots or 
powder to make items on List 
“A-1” if the materials are in sub- 
stantially the same form in which 
they were acquired. 

Manufacture with copper of 
every article not on Lists “A” or 
“A-1” must stop on June 15 if 
any copper is used which was 
obtained before February 28, 
1942, unless the article is being 
made to fill a purchase order 
rated A-l-k or higher, or its 
manufacture has been specifically 
authorized by an application filed 
on Form PD-426. 
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If the raw material has been | 


obtained since February 28 and 
is being used to make articles 
not on the lists, it is the attitude 
of WPB that the copper was 
properly allocated and no further 
restriction is necessary. 

The previous exemption for 
parts to conduct electricity is re- 
moved. If an article appears on 
List “A” or List “A-1,” use of 
copper in its manufacture is pro- 
hibited for any purpose, unless 
a specific exception is made in 
the order. 

Copper plating of all articles 
mentioned in the lists also is 
prohibited after May 31. 

The restrictive provisions of 
the order do not apply to Army, 
Navy or Maritime Commission 
contracts, where the contracts 
call for copper, brass or bronze, 
until August 1. 


List “A” of Order M-9-c as 
amended May, 1942 

The manufacture, processing 
assembling or finishing with 
copper products or copper base 
alloy products of the items listed 
below and of all parts (includ- 
ing repair parts) therefor is pro- 
hibited except to the extent per- 
mitted by the amended order, 
M-9-c. Where this list contains 
an exception, the manufacture 
of the item or the part, excepted, 
is governed by paragraph B of 
the amended order. (Only those 
items appearing in the lists 
which are commonly related to 
hardware are published below.) 


AUTOMOTIVE, TRAILER AND 
TRACTOR EQUIPMENT 
Garage and automotive repair 

equipment. 
Headlamps and headlamp parts 
(except for parts necessary for 
conducting electricity). 
Heaters (except for parts nec- 
essary for conducting electric- 
ity). 
Horns (except for parts neces- 
sary for conducting electricity). 
Hub and gas tank caps. 
Miscellaneous fittings and trim. 
Mouldings. 
tear-view 
ware. 
BUILDING SUPPLIES AND 
HARDWARE 
(Excluding supplies and hard- 
ware for ships and boats) 
Air-conditioning equipment (ex- 
cept for essential food storage, 
food transportation and indus- 
trial processing, and except for 
repair parts containing not 
more than 4 Ibs. of copper 
products or copper base alloy 


mirrors and hard- 





products for use in “black out” 
paints). 

Blinds, including fixture fittings 
and trimmings. 

Builders’ finish hardware, in- 
cluding hinges, except in those 
parts of plants where the use 
of non-sparking metal is nec- 
essary to prevent a hazard in 
the production or use of explo- 


sives. For locks see under 
“Miscellaneous” of list “A”. 
Conduits. 

Decorative hardware, including 
house numbers. 

Door knockers, checks, pulls, 


and stops. 

Doors, door and window frames, 

sills and parts, including door 

handles and knobs. 

Elevators and escalators (ex- 

cept for bearings, worm gears 

and parts necessary for conduct- 
ing electricity). 

Gravel stops and snow guards. 

Grilles. 

Gutters, leaders, 

expansion joints, 

ries thereto. : 

Incinerator hardware and fit- 

tings. 

Insect screens and screening. 

Letter boxes and mail chutes. 

Lightning rods (except as per- 

mitted by Order L-39). 

Lighting fixtures (except parts 

necessary for conducting elec- 

tricity). 

Ornamental metal work. 

Pile butt protection. 

Plumbing and heating supplies: 
Bands on pipe covering. 
Cistern and low-water floats. 
Fixture fittings and trimmings 
(except as provided in De- 
fense Housing Critical List. 
See also Order L-42 and its 
Schedules. . 
Hot-water heaters, tanks, and 
coils (except as provided in 
Defense Housing Critical List. 
See also Order L-42 and its 
Schedules). 

Pipe, tube, tubing, and fit- 
tings therefor (except as 
provided in Defense Housing 
Critical List. See also Order 
L-42 and its Schedules). 
Shower rods and pans. 
Shower heads. 

Sinks and drainboards. 

Toilet floats (except as pro- 
vided for in Order L-42). 
Towel rack. 


and accesso- 


Push, kick, switch, floor, and 
all other device plates. 

Roof, roofing, roofing nails. 
flashing valleys, and other roof- 
ing items. 


Sheet, roll, and strip for build- 
ing construction. 

Shelves. 

Stair and threshold treads. 
Termite shields. 
Terazzo _ strips, 
mouldings. 

Unit heaters, unit ventilators, 
and convectors, space or local 
heaters, and blast heating coils, 
or any apparatus using such 
coils as part of its construction 
(except valves and controls). 
Ventilators and skylights. 
Water containers for humidifi- 
cation. ‘ 


reglets, and 


Weather stripping and insula- 
tion. 

HOME FURNISHINGS AND 
EQUIPMENTS 
(Including office and institu- 
tional) 





downspouts, | 





Andirons, screens, and fireplace 
uttings. 
Candlesticks. 
Cooking and table utensils. 
Curtain fasteners, rods, 
rings. 

Cuspidors. 

ans. 

Furniture. 

Furniture hardware. 
Hollow-ware. 
Lamp standards, shades, shade 
holders, and stems. 

Portable heaters. 
Stoves and ranges (except for 
valves, ferrules for compression 
fittings, and controls other than 
timers, and except for parts 
necessary for conducting clec- 
tricity). 
Table flatware (except as pro- 
vided in Fed. Spec. R.R.T.-56). 
Trays. 

Upholsterers’ supplies, 
ing nails and tacks. 
Vases, pitchers, bowls, and art- 
craft. 
Washing 
boilers. 
Waste baskets, hat trees, humi- 
dors, and similar items. 


and 


includ- 


tubs and washing 


JEWELRY, GIFTS, AND 
NOVELTIES 

All jewelry, gifts and novelties 
(except as provided in Order 
M-9-c-2) including, but not 
limited to: 
Advertising specialties. 
Bar fittings. 
Book ends. 
Cosmetic containers. 
Lighters. 
Napkin rings. 
Picture frames. 
Smokers’ accessories, 
ash trays. 
Souvenirs. 


including 


MISCELLANEOUS 


Beverage dispensing units and 
parts thereof (except for parts 
necessary for conducting elec- 
tricity in water coolers). _ 
Bicycles and similar vehicles 
(see also Order L-52). 

Chimes and bells. i 
Fire extinguishers of soda-acid 
type. See Order L-39. 

Hooks. 

Ladders and hoists (except for 
parts necessary for conducting 
electricity, including fittings). 
Lanterns and lamps (except tor 
valves and controls, and except 
for copper base alloy in wicks). 
Livestock and poultry equip- 
ment (except for valves, con- 
trols and thermostats other 
than wafer thermostats and ex- 
cept for plating wafer thermo- 
stats). 

Locks (except pin tumbler cyl- 
inder assembly, keys, and es- 
sential interior working parts 
of Type 88, 97 and 114 locks 
used with pin tumbler assem- 


blies and except for the inte- 
rior parts of railway switch 
padlocks). 

Luggage fittings. 

Paint (except for ship  bot- 
toms). 

Photographic equipment and 


supplies (except document copy- 
ing machines and equipment 
therefor for business purposes, 
and except for X-ray equip- 
ment). 
Pleasure-boat fittings, hardware, 
and motors. 
Pole-line hardware. 
Radios (except for ships). 
Reflectors (except for electro- 
plating of glass reflectors as a 
base for silvering when the re- 
flectors are to be used in street 
and highway illumination, or 
for traffic signals, flood lights, 
searchlights, and hospital oper- 
ating room lights). 
Saddlery hardware and harness 
fittings. 
Signs, including street signs. 
Stationery supplies: 
Desk accessories. See 
Order L-73. 
Office supplies. See also Or- 
der L-73 
Pencils. 
Pens and pen holders. 


(Continued on page 64) 


also 


HARDWARE AGE 














aaa Qa- oe» qguay i i i i ii. 









-place 


$. 
and 


shade 


t for 
ssion 
than 
parts 
clec- 


pro- 
-56). 


clud- 
art- 
hing 


umi- 


D 


Ities 
rder 
not 


ling 


ch 








oe 


No wonder Phoenix and Juniata shoes have 
been preferred by the trade for over 50 years. 
They're made of special analysis open-hearth 
steel, insuring extra long wear. They're de- 
signed and built by experts, which accounts 
for their correct shape, easy fit, and uniform 
punching, creasing and shaping. And they 
are made in every type and size for both mules 
and horses. 


PHOENIX 
Ever Ready 


PHOENIX 
Toed and 


JUNIATA 
Short Heel 


Horse Hind 


Shoe 


Heeled 





. 

Made in Front and Hind 

in Extra Light, Light, 
and Snow pattern. 





SWEETS 
Toe Calks 





Give Your vob 











Country Pattern 






JUNIATA 
Light Mule 


Blunt 





6 











Note High 
Inner Rim 






Front 
Polo 


Leading jobbers every- 
where distribute Phoenix 
and Juniata horse and 
mule shoes on an es- 
tablished policy through 
regular trade channels. 







similar items. 











Joliet, Illinois, 


MAY 28, 1942 





PHOENIX 


Noiseless Mule 


PHOENIX 
Noiseless 
Horse 
Shoe 





Phoenix also manufactures Turned Heel shoes, Sport 
shoes, Hooks and Shuts, Spuds, Drop Forged Welding 
and Slip-On Flanges, Commercial Forgings, and other 
PHOENIX MANUFACTURING COMPANY 


Catasauqua, Pa., 








A GOOD IDEA FOR 
HARDWARE DEALERS 


bers Priority Numbers 


with Your Orders 








Those who purchase Quik- 
werk heavy hand tools can 
usually provide dealers with 
priority ratings. Forward 
them to your jobber along with 
your orders. They will per- 
mit him to make deliveries 
that would otherwise be im- 
possible. Since the jobber 
passes these priorities along 
to Warren Tool Corporation, 
it likewise aids us to obtain 
steel for the production of 
your tools. This co-ordinated 
effort by you, your jobber, and 
the manufacturer Is A GOOD 
IDEA ... (an imperative one) 

. one that enables you to 
sell Quikwerk heavy hand 
tools NOW. 





WARREN TOOL CORP. 


ee ee 1 0 
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AND WAR-TIME ORDERS 


Toys. | BUILDING SUPPLIES AND 
Unions (except seats). HARDWARE 
Valve handles ; 
Valves over 2-in. size (except Hangers and track for private 
seats, disks, and stems). — 
Weather vanes. FARM MACHINERY 
cae A , : | All items under headings, “Au- 
LIST A-1 OF ORDER M-9-c tomotive, Trailer, and Tractor 
AS AMENDED MAY 7, 1942 | Equipment” on Lists “A” and 
“ira. 


The manufacture, processing 
or finishing with copper prod- 
ucts or copper base alloy prod- 
ucts of the items listed below 
and all parts (including repair | r pean 
parts) therefor is prohibited ex- Mud — tional) 
cept to the extent by the amend- T ~ ko sa geiee . . . 
ed order, M-9-c. Where this list | /'™¢™S for stoves and ranges. 
contains an exception the man- 
ufacture of the item or part 
therefore except is governed by 
paragraph B of the amended 
order. 


HOME FURNISHINGS AND 
EQUIPMENT 
(Including office and _institu- 


HOME FURNISHINGS AND 
EQUIPMENT FOR 

Hotels, apartment hotels, apart- 
| ment houses, stations, clubs, 
fraternal organizations, unions, 
AUTOMOTIVE, TRAILER, AND churches, synagogues, temples, 

pias pies ibe: ; restaurants and _ stores. All 

TRACTOR EQUIPMENT items under headings “Home 

Ambulance hardware Furnishings and Equipment” as 
Defrosters (except for parts shown on Lists “A” and “A-1". 
necessary for conducting elec- r : 
tricity). 8 “| PASSENGER TRANSPORTA- 
Hearse hardware. TION EQUIPMENT 
Lights, lamps, and accessories | All items under heading “Home 
(except for parts necessary for | Furnishings and Equipment” as 
conducting electricity and ex-| shown on Lists “A” and "A-1”. 
cept for headlamps and head-| Air conditioning equipment for 
lamp parts on List “A’’). passenger cars (except for ¢s- 
Motor-driven scooter (except | sential repairs, and except for 
for parts necessary for conduct- | parts necessary for conducting 
ing electricity). | electricity). 





Bands on pipe covering. Domestic ice refrigerators as 
Decorative, general, and finish | defined in Order L-7. 
hardware, and ornamental met- | Domestic laundry equipment as 
al work. | defined in Order L-6 and scrub- 
Door knockers, checks, pulls! bing boards, clothes line pulleys 
and stops. and reels. 

Doors and windows, door and | Domestic mechanical refrigera- 
window frames and window | tors as defined in Order L-5. 
sills. Domestic vacuum cleaners as 
Drinking water reservoirs. defined in Order L-18. 

Lighting fixtures (except for! Electric blankets. 

parts necessary for conducting Electric light bulbs and cord 
electricity ). sets for Christmas tree, and 
Pipe, tube, tubing, and fittings, | bulbs and neon and fluorescent 
for plumbing and heating (ex- | tubes for advertising and dis- 
cept essential repairs). play purposes. 

Shower rods, heads, and pans. Flash lights, electric lanterns 


Sinks and drainboards. used by railroad brakemen (ex- 
Towel and luggage racks. cept for parts necessary for 
Water container for humidifica- conducting electricity). 
tion. Floats for liquid level control. 
Weather stripping and insula- | Flower pots, boxes, and holders 
tion. for same. 
Flower shears. ‘ 
MISCELLANEOUS Food dispensing utensiis, de- 


vices, and machines. 
Bar and counter equipment and | Fountain pens. 
fittings. Fountains. 
Bathroom accessories as defined |} Furniture grommets. 
in Order L-30. Games, as defined in Order 
Binoculars, including opera | [,-81. 
glasses, Garden tools and equipment. 
Bird and pet cages and stands. Hair curlers, hair brushes and 
Bottle coolers. combs, shoe horns and button 
Cabinets. hooks. 
Carpet rods. Health supplies (except as per- 
Clips. mitted by Order P-29). 
Cleaning and polishing accesso-| Home and commercial electri- 
ries, such as brooms, carpet! cal appliances as defined in 
sweepers, crumbing sets, ‘ust | Order L-65. 
pans, mops, pot scourers, whisk | Ice cream freezers for use in 
brooms and floor and furniture | the home. 
polishers. Kitchen utensils, devices and 
Clock and watch cases. machines. 
Cooking utensils (except for)! Kitchen, household, and mis- 
commercial processing in can- | cellaneous articles as defined in 
neries and factories). Order L-30. 
Cutlery. Lamps, including valves and 
Dish washing machines and do- | controls and parts necessary for 
mestic garbage grinders. conducting electricity (except 
Dispensers, hand, for hand lo- | for industrial, hospital, or office 
tions, paper products, soap 1nd | use). The term “lamps” as used 
straws. here does not include electric 
Dog collars and other similar | light bulbs but see electric light 
harness and equipment for pets. | bulbs above. 











Make Lasting Friends—Build Future Business 


Fireproof, rot - 


ENLIST THIS WELL-KNOWN 


CAREYSTONE 
OF WY ASBESTOS-CEMENT 
SIDING 
Painting not cs- 
sential. Avail- 
PRODUCTS able in thatch 
butt and wave 
line units, in 
random widths. 
Through years of scientific research, 
PLUS VALUES have been built into 
Carey Products. In the Carey labora- 
tories raw materials are chemically and HOME INSULATION 
. s 7 Loose, \. 
physically torn apart to determine their lated, Bats. ‘and 
seate roe 
fitness. Every formula — every finished Ganhote=te mest 
material—is checked, re-checked. a old 
Whether it’s asphalt shingles, rock wool 
insulation, roofing or siding of asbes- 
tos-cement, you'll find in the CAREY 
LINE the product that best serves its 
purpose and gives the consumer the 
most for his money. 


ROCK WOOL 


CAREYSTONE 
ASBESTOS-CEMENT 
STRIP SHINGLES 
individual 


Make sure that your customer gets the shingle effect is 
produced by tex- 


most for his money, by recommend'ng ture, color - tone 
and staggered 


CAREY Products. You'll profit by his butts. Blends of 


Green, gray and 
good will. For details address Dept. 66. tum. 


THE PHILIP CAREY MFG. COMPANY - Lock! 


My ANWADA TH 4 AREY MPAN 












Coat Hangers for 
Army Camps 


HIS letter from Private Charles 
R. Bowers, a former hardware 
clerk, may bring to the attention of 
hardware dealers near army camps, 
many similar, small services that 
would make army life just a bit 
more comfortable: 
The Editor, 
| Harpware Ace, 
| New York, N. Y. 
| Dear Sir: 
This may give a few hardware 
merchants an idea. 
I formerly worked for The Sweet- 
| man Hdwe. Co., Peoria, Ill., and 
| being of draft age I’m now in the 
service of Uncle Sam. When I 
reached the training center, I found 
a shortage of coat hangers. Upon 
| writing Mr. Sweetman of the short- 
age he promptly went to work and 
gathered about 100 lb. of wire coat 
hangers which completely supplied 
our company and then some. Take it 
from me, they were greatly appreci- 
ated by all of us soldiers. I hope 
you see fit to print this letter as a 
tribute to a very thoughtful hard- 
ware dealer. 
—Private Cuarces R. Bowers. 


FAMILY 
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Lawn sprinklers, mowers, seed-| has 
ers, and rollers. } ai 
Luggage trim and hardware. | assistant 


Manicure implements. 

Mirrors. 

Package handles and holders. 
Pencils, mechanical. 
Phonographs or other record 
players. 


JRITIES 


AND WAR-TIME ORDERS 


been 


Pins. Francis 
Pleasure boat fastenings. Beach 

Razors operated by electricity " 
(except repair parts). Health 


industrial. 


appointed 
Philip D. Reed, 
Chief of the Bureau of Industry | space heaters equipped with 
Branches. 
At the same time, Mr. Reed | or without mechanical draft and 
announced the appointment of | covers the following sections: 


as chief of the 


; ; Supplies Branch. Mr. | code, publication of heater rat- 
Scales, except commercial and! Shields was formerly vice pres- 


pot type burners. The standard 
is effective for new production 
from Jan. 1, 1943, and will be 
identified as CS101-43. 

This standard is provided as a 
basis for certification of the qual- 
ity and performance of, oil-fired 
heaters for the guidance of manu- 
facturers, distributors, installers, 
special | contractors and purchasers. It 
applies to oil-fired, flue connected 


vaporizing pot type burners with 


Shields, Miami | general requirements, design and 


construction, performance, test 


ings, informative labeling, and 


Shells and caps for electric | ident of the American Optical | guarantees. 


sockets except screw shells and Company, 


except those used in connection 
with lamp signals. 

Soda fountain equipment. 
Sporting goods, and fishing and 
hunting equipment and_= sup- 
plies. 

Staples for fastening cartons 
and containers. 

Tent poles and parts. 

Vacuum jugs and bottles. 
Umbrellas. 

Weight reducing and exercising 
machines. 


S. A. SHAFTER NAMED 
AIDE TO INDUSTRY 
BRANCHES’ CHIEF 


COMMERCIAL STANDARD 
ADOPTED FOR OIL BURN- 
ING SPACE HEATERS 


I. J. Fairchilds, chairman, Di- The War Production Board 
| vision of Trade Standards, Na- | has lifted a previously imposed 
tional Bureau of Standards, U. S. | death sentence on coat hangers. 
of Commerce, has | Amendment No. 2 to Order L-30 
that a commercial | excludes from the list of re- 


Department 
announced 


Southbridge, Mass. 
William M. Bristol, Jr., formerly | standard may be secured by writ- 
chief of the branch, has resigned ing the National 
to rejoin his own company. 





Copies of the 


Bureau of 
Standards, Washington, D. C. 





WPB LIFTS BAN ON 
JOINING HARDWARE 
COAT HANGERS 


A. S. Shafter, secretary-trea- | standard has been adopted for | stricted household articles coat 
surer of the United States Manu- | flue connected oil burning space | hangers made of wood or paper- 
facturing Company, Decatur, IIl.,| heaters equipped with vaporizing | board if their only scarce-mate- 








What Are Damages? 


“ term damages in_ its 
legal sense may be defined 
as meaning the compensation which 
the law will award for an injury 
done,” says the Supreme Court of 
Vermont in a recent case. 

“Damage” is the actual hurt to 
person, property or property rights 
or even personal rights. “Damages” 
means the cash paid to the injured 
party by the person responsible for 
the hurt. 

When a contract or other docu- 
ment says that “the undersigned 
assumes liability for any damages” 
or even mentions the word “dam- 
ages” at all, it means, as a rule, that 
the fellow who signs it will have to 
pay if any injury or other damage 
is done. Such clauses are some- 
times found in leases and construc- 
tion or repair contracts. If a 
business man contracts to have his 
building painted and a passerby is 
hurt by the painting contractor’s 
falling ladder, who pays the dam- 
ages for the passerby’s injury? The 
contract for the job may contain a 
“joker” clause providing that the 
business man pays the damages. 
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commercial | 





rial content is a steel wire hook. 

Under the original order, is- 
sued March 31, 1942, coat hang- 
ers were included in a group of 
common household articles for 
which limited production was 
permitted to June 30, and there- 
after no more were to be pro- 
duced. The amendment also 
removes restrictions on the use 
of joining hardware, such as 
nuts, nails, bolts and screws, in 
the manufacture or assembly of 
kitchen and household articles, 
provided the weight of such join- 
ing hardware is not more than 5 
per cent of the weight of the 
completed article. 


CONDENSED LADDS 
DISCOUNT BOOK 

Henry Fasig, 37 Pardee Place, 
New Haven, Conn., has an- 
nounced a condensed edition of 
Ladds Discount Book to sell for 
$1.50. This book is a small edi- 
tion of the large No. 3 book and 
measures four by 7 in. The new 
edition contains correct tables of 
computations of commercial dis- 
counts selected from the larger 
edition, beginning with %, 1, 
144, 2, 2% up to and including 
99% per cent. Copies available 
from the publisher, on approval. 























WOVEN WIRE FIELD AND POULTRY FENCE - » HARDWARE CLOTH 
¢* SMOOTH AND BARBED WIRE - - POULTRY NETTING - - BALE 
TIES +» PUMP RODS + - ORNAMENTAL FENCE - - GATES, ETC. 


@ Electric furnace steel with full copper content (min. 0.20 copper) 
assures maximum rust resistance and longer life for Sterling Wire 
Products. Northwestern’s Electric Furnaces are working night and 
day to produce the wire products that you need. Check with your 
Jobber or write direct for information on available supplies, 


production and shipment. 














NORTHWESTERN STEEL & WIRE COMPANY « « STERLING, ILLINOIS 





The Triple Mill Supply Convention 


(Continued from page 46) 


ed that the same transition could 
be made here, if necessary, by re- 
vising price books and references 
so that they contain a great deal 
more technical information than 
had been necessary before. The 
same principle has been applied to 
stock records which are so detailed 
by his firm that inexperienced peo- 
ple can handle them. Mr. Masson 
closed with the suggestion that dis- 
tributors be receptive to changes in 
their business wrought by the war. 

A. J. Kwitek, chief, Hardware 
and Mill Supply Unit, OPA, spoke 
on the General Maximum Price 
Regulation. This is published on 
page 30 of this issue. 

At a clinic session, Wednesday 
morning, May 8, of the American 
Supply and Machinery Manufactur- 
ers’ Association, George H. Halpin, 
vice-president and general sales man- 
ager, Minnesota Mining & Mfg. Co., 
outlined his company’s plan for con- 
troling sales costs through base 
pay rate plus bonus over quotas as 
#gainst the straight commission basis. 


XLO MUSIC WIRE is in constant 
demand because it has a great 
variety of uses. Meets all com- 
mercial and governmental speci- 
fications for high grade steel 
spring wire. All sizes from .003 
to .200. Packages—!/, lb., '/ 
Ib., | Ib., and 5 lbs. 


Johnson Steel & Wire Co. has 
enlisted a heavy production of 
music wire for the war. 


JOHNS 


E. I. Fleming, sales manager, 
Eagle Mfg. Co., in discussing “Wo- 
men in Industry,” said that training 
women to take men’s places in pro- 
duction is highly successful even to 
the extent of teaching welding and 
other mechanical jobs. 

J. A. Carey, vice-president, Walker 
Turner Co., Inc., said no employee 
training plan is good unless it is 
consistent and complete. He said 
that he uses movies, regular training 
classes with a set program of learn- 
ing and trying and has pay sched- 
ules on systematic improvement 
basis as learners become more 
proficient. 

F. J. Tone, Jr., assistant general 
sales manager, The Carborundum 
Co., said that to speed up produc- 
tion; save waste of needed materi- 
als; and to do an efficient job, often 
with less than desired skilled work- 
ers, most industrial plants require 
specific training on use of industrial 
products. After the war is over, this 
training, he said, will be of great 
help in the rehabilitation work 
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that will be necessary and will help 
in improving the general efficiency 
of manufacturing. 

Also on Wednesday morning, at a 
meeting of the National Association 


AMERICAN 
TREASURER 





W. W. ANDERSON 
Nicholson File Co. 


expressions of manufacturers were 
heard regarding the effect of war 
demands and priorities on their in- 
dustries. D. Findlay, president, The 
L. S. Starrett Co., Athol, Mass., 
stated that manufacturers have had 
to enlarge plants; are asked to 
quote on orders and if manufactur- 
ers quoted on everything they were 
asked to quote on and met deliveries 
demanded, there would be little left 
for distributors. 

L. M. Knouse, Stanley Electric 
Tool Division, The Stanley Works. 
New Britain, Conn., remarked that 
there was difficulty in getting rat- 
ings from distributors. He men- 
tioned the problems arising from 
changes in tools and climbing costs. 
He said manufacturers can appeal 
on the freezing of prices at Oct. 
levels but cannot speak for the dis- 
tributor. 

D. W. McAllen, supervisor of dis- 
tributors, S.K.F. Industries, Inc., 
Philadelphia, Pa., said we are doing 
the best we can. Promotion has 
been tripled but the output is still 
too little. 

In an earlier session of the con- 
vention, H. B. Spackman, vice-presi- 
dent, Lyon Metal Products, Inc., in 
relating “How One Company Tackles 
the War Production Problem,” pre- 
sented the actual story of how his 
company faced with the loss of half 
its business, planned and executed 
that plan to obtain prime contracts 


‘and sub-contracts in order to keep 


the business going. 
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Record Keeping and Posting 
of Maximum Prices 


(Continued from page 33) 


mum prices may be posted by price 
lines for the whole group. In the 
case of the rack of men’s suits it 
would be adequate to have one sign 
saying “Ceiling Prices: $25, $30 
and $35.” However, in addition, 
the selling price must be marked 
on each individual item to show 
which price line it falls into, but 
“ceiling price” need not be marked 
on each item. If the group is not 
marked by an asterisk in Appendix 
B, each piece of merchandise must 
be marked with a ceiling price. 


Q—What statement of maximum 
prices must be filed with OPA? 

A—Each retailer must submit to 
the War Price and Rationing Board 
in his area a list of his maximum 
prices for all cost-of-living com- 
modities which he offers for sale. 
This list must be submitted by June 
1. It must contain every article on 
which the retailer is required to 


post or mark his ceiling prices, and 
must include an identifying descrip- 
tion for each item. 

If the retailer retains a copy of this 
statement, it will help him prepare 
his “statement of base period 
prices” which must be available in 
his store on or after July 1. 


Q—Does the statement of maxi- 
mum prices for “cost-of-living” items 
to be filed with OPA have to be on 
any particular form? 

A—No particular method is re- 
quired, but the statement should be 
typewritten or neatly prepared in 
ink on paper supplied by the re- 
tailer. Also, he must be sure to 
identify each “cost-of-living” item 
clearly on the list he submits. 

Q—What does the retailer do 
about keeping the cost-of-living list 
up-to-date? 

A—On the first of each month, 
the retailer must file a further state- 





“Cost-of-Living” Commodities 


HIS list contains only the hardware items. 


For the classifica- 


tions marked by asterisks, the maximum prices may be posted 
by price lines at the place in the store where they are offered for 
sale, provided that, in addition, the selling price of each item in 
the classification is marked on the commodity itself. 

For the items on this list, not marked with asterisks, ceiling 
prices must be marked on the article or its shelf, box, rack, or 
counter, or a price list may be posted for public inspection near 
the point of sale and the merchandise to which posted prices refer 


must be clearly identified. 


Each retailer must submit to the War Price and Rationing Board 
in his area a list of his maximum prices for all “cost-of-living” com- 
modities which he offers for sale. This list must be submitted by 


June 1. 


Razor blades 

Work shirts 

Work pants 

Overalls and coveralls 

Mackinaws* 

Men's work gloves 

Work and sport shoes* 

Radios and phonographs 

Vacuum cleaners and carpet 
sweepers 

Refrigerators and iceboxes 

Washing machines 

Sewing machines 

Stoves and ranges 

Small appliances: irons, toasters, 
glass coffee makers, and mixers 

Floor lamps and bridge lamps 

Light bulbs 

Ironing boards 

Step-on cans 

Floor brooms 

China and pottery tableware, in sets 


Cooking utensils (10-qt. pail, 2-qt. 
saucepan, 5-qt. teckettle) 
All living room, dining room, and 


bedroom suites (sets or individual 
pieces) 
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Kitchen tables and chairs 

Studio couches and sofa beds 

Mattresses 

Bedsprings 

Rugs and carpets, size 6 by 9 ft. and 
larger 

Linoleum 

Felt base floor coverings 

Window shades 

Haytorks 

Garden and lawn rakes 

Dirt shovels 

Axes, single bit 

Claw hammers 

Handsaws 

Paints, interior-exterior house paints 
(ready-mixed) 

Fertilizer, bulk and packaged 

Vegetable seeds, bulk and packaged* 

Insecticides 

Bicycle, adult sizes 

Bicycle tires 

Flashlights 

Kerosene 

Fuel oil 

Oil 


Tires and inner tubes 

















































hs 


’HERE’S HOW WE'RE HELPING BRING | 
FARMERS TO YOUR STORE FOR THE.» 





saleable e available 
profitable e trouble-free 


ELECTRIC FENCE CONTROLLER 


Elmer the Bulhorg, the 
handsome fellow at the left, 
is selling for you in farm 
paper ads like those above. 
He tells farmers: “I’m 
strong as a bull, big as a 
horse, slippery as a hog. I 
respect only one fence — 
the Prime, because Prime 
holds all livestock, all the 
s>time, all over the farm.” 











©) Elmer tells them about 
Prime’s big savings of time 

“ and work in these busy days 
— about its big savings of 
scarce wire and posts — 
about its safety (hi-line 
units approved by Under- 
writers’ Laboratories) — 
about its nine-year record 
of success. 


Prime offers you colorful 
displays and doulas helps. 





Put Elmer the Bulhorg to 
work for you now. Line up 
with the leader. See your 
jobber. Prime sells only 
through jobbers. Hi-line or 
battery models, 









wave 
© 1942 


Prime Mfg. Co. 


The Prime Mfg. Co. 
Mitwaukee, Wisconsin 





Cooney in 

NATIONAL 

HARDWARE 
WEEK. 
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For every man on the front lines 
there must be many on the home 
lines to fabricate his weapons. 


The making and maintaining of 
trucks, tanks, planes and other 
equipment call for large quantities 
of tools. 


Vichek men are producing tools for 
these purposes with the same skill 
and precision as ever, in greater 
and greater volume. 


THE VLCHEK Toot co. 


3001 E. 87th St * Cleveland, Ohio 











ment showing any cost-of-living 
items which the retailer has added 
during the previous month, and must 
show his maximum price for each. 


Q—W hat records of prices during 
the March base period should the 
retailer keep? 

A—tThere are three requirements: 

1—The retailer must preserve for 
OPA examination all records or doc- 
uments relating to his March selling 
prices on all items of merchandise. 

2—He must prepare by July 1, 
1942, a complete statement showing 
his highest selling price (or, if he 
did not make a sale, his highest 
offering price) for each item of mer- 
chandise delivered during March. 
Each item must be clearly described 
and identified. 

3—He must also prepare by July 
1, 1942, a statement of any custom- 
ary allowances, discounts or price 
differentials which were available in 
his store during March to any 
classes of customers. 


Q—Specifically, what types of 
records or documents relating to 
March prices should be preserved? 

A—Any records which might help 
the retailer to demonstrate what his 
March prices were. These include 
rales books or charge books, dupli- 
cate customer sales slips or receipts, 
unit control records, mark-up and 
mark-down records, his own or man- 
ufacturers’ retail price lists, and 
suppliers’ invoices on which the re- 
tailer has marked his retail prices. 


Q—Must the retailer submit the 
statement of his base period prices 
and discounts to OPA? 

A—No, he simply must keep it 
available in his store, on and after 
July 1, for the examination of any 
person. 


Q—Must the statement of base- 
period prices be kept in any partic- 
ular form? 

A—No, but most retailers will 
probably find it convenient to keep 
this statement in the form of a 
“maximum price book” or “maxi- 
mum price list,” either for the whole 
store or by departments. Such a 
listing could also record information 
about maximum prices of goods 
carried after May 18, but not sold 
during March, 1942. 


Q—How should merchandise be 
described in the statement of base- 
period prices kept in the store, and 
in the statement of maximum prices 
on cost-of-living items filed with 
OPA? 

A—So that any item can be read- 
ily identified by any person looking 


at the statement. The name of the 
article should be given, together with 
additional description, such as the 
brand or style name, the manufac- 
turers’ or suppliers’ name, the size 
grade or weight, the manufacturer’s 
lot or style number, the retailer’s lot 
number, the material from which the 
item is constructed, or any other 
identifying physical characteristics. 


Q—Suppose a retailer does not 
have a complete record of his March 
prices? 

A—He should make the best use 
he can of what records he does have, 
plus any other available information. 
He may get assistance, for example, 
by checking his purchase invoices. 
Above all, he should guard against 
recording his April or May prices 
where he has the least reason to be- 
lieve that such goods were marked 
up after the end of March. 


Q—W hat current records must the 
retailer keep after May 18 th? 
A—tThere are two requirements: 
1—He must continue to make and 
preserve the same types of records 
relating to prices which he custom- 
arily kept, such as his retail price 
lists; duplicate sale or charge slips, 
mark-up and mark-down records, or 
invoices with retail prices marked on. 
2—He is required, after May 18, 
to maintain records which show 
clearly the basis on which he deter- 
mined any maximum price in the 
store. In the case of goods sold in 
March, his statement of base-period 
prices will satisfy this requirement. 
3ut for goods which he did not sell 
in March and, therefore, on which he 
had to determine a maximum price 
in accordance with the provisions of 
the regulation, he must show how 
he arrived at the price. That is, if 
he used the price of a similar item 
sold in March, he must identify the 
similar item and state its ceiling 
price; if he took a competitor’s price 
on the same or a similar item, he 
must identify the competitor and the 
competitor’s commodity and price; 
or, if he used the pricing formula in 
Appendix A of the regulation, he 
should preserve a copy of the report 


filed with OPA. 


Q—Is a retailer required to give 
sales receipts to customers? 

A—If it has been the retailer’s 
practice to give sales slips, he must 
continue this practice after May 18. 
But regardless of past practice, if 
a customer requests it, the retailer 
must provide a sales receipt showing 
the date, retailer’s name and address, 
and the name and price of each 
article sold. 
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ARMSTRONG 


Chrome-Vanadium 
WRENCHES 





When “talking shop’ on 
wrench quality it’s always 
ARMSTRONG “Chrome” 


Vanadium Wrenches that carry the 
100% stamp of approval. Wrench 
buyers and wrench users alike know 
that these are quality tools — the 
finest available today. Carrying a 
reliable manufacturers’ guarantee 
against spreading or breakage 
ARMSTRONG Wrenches are pri- 
marily designed for discriminating 
buyers — men who Know that 
strength has not been sacrificed for 
a longer, thinner and lighter wrench 
—a strength not based on bulk but 
on excellence of design and mate- 
rial. 





Write today for the C-39 Catalog 
—standuardize with a line you can 
guarantee. 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S.A. 
Eastern Warehouse and Sales: 199 Lafayette St., New York 





A WORLD-FAMOUS 


Chicage ttl 


























Distinguished visitors have 
made The Blackstone one of 
the World’s most famous ho- 
tels. Beautiful appointments, 
quiet luxury, perfect service, 
excellent cuisine, sparkling 
entertainment. 

A. S. KIRKEBY, Managing Director 


The Blackstone 


South Michigan Ave. 
ee -ene) 
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The Responsibility 
of Store Owners 
During Blackouts 


(Continued from page 23) 


these emergencies in the proper 
manner. Exits and emergency 
exits must be designated and the 
latter created wherever desirable. 
Light weight protective walls 
should be erected around boilers. 
gas tanks, switches, boxes, etc., to 
guard against blasts. Emergency 
communication systems should be 
developed throughout the premises 
and extended to the zone warden 
or Citizens Defense Corps if pos- 
sible. Blackout lighting for halls. 
stairways, exits, and directional 
signs thereto, and to “safety zones” 
or gas-proof rooms, etc. should be 
installed, Manually operated mas- 
ter switches for electricity, master 
valves for and water, and 
emergency steam escapes for boil- 
ers also should be provided. All 
of this equipment will enable the 
store defense team to discharge its 
duties with the least possible delay. 


vas 
gas, 


Responsibility for the Job 


In the large retail store, respon- 
sibility for each defense job in the 
plan can be assigned to one indi- 
vidual. However, in the smaller 
retail store, individual employees 
may have to perform several jobs 
during the course of the emer- 
gency. 
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America’s Spirit is reflected in 
these attractively designed and 
displayed New “VICTORY” Play- 
ing cards for Bridge, Pinochle 
and Poker players. This attention 
compelling “VICTORY” Deal in 
a sales making Display Rack con- 
tains: 42 doz. No. 1 Ruxton Poker 
Cards, ‘retail 39¢; 1% doz. No. 2 
Ruxton Pinochle, retail 39¢; ™% 
doz. No. 101 Club Reno Poker, 
retail 50¢; % doz. No. 201 Club 
Reno Pinochle, retail 50¢; 1% doz. 
No. 103 Club Reno Poker, retail 
55¢; 1 doz. Victory Patriotic, re- 
tail 55¢. Total retail value: $17.58. 
Cost to Dealers, $12.55. Your profit 
30%—$5.03. Order now from your 
jobber. 


NOTE—These prices include Federal Excise 
Tax effective Oct. 1, 1941. Subject to change 
if, or when new Federal Taxes are levied. 


Our supply of Metal Display Stands is limited, 
but new ones of cardboard material will be 
furnished dealers when present stock is ex- 
hausted. 


Arrco Playing Card Co. 
308 South Racine Ave. 
Chicago, Illinois 


















May 28, 1942 


Used refrigerators — Price 
ceilings on all sales of used mechani- 
eal refrigerators, reflecting February, 
1942, levels, have been set by OPA. 
Price Regulation No. 139. 


* * + 


Lawn mowers—Lawn mower 
makers are endeavoring to secure re- 
lief from the order stopping the manu- 
facture of mowers, June 30. With pro- 
duction during the current quarter 
cut 50 per cent, there are very limited 
supplies available at the present time 
for retailers, and, of course, for home- 


owners, 
* * * 


Vacuum bottles, ete. — While 
manufacturers were permitted to in- 
crease their price on low-priced lunch 
kits and bottles by OPA, this advance 
has been withdrawn by leading mak- 
rs, due to the fact that wholesalers 
would not be permitted to advance 
their prices above the March levels. 


. > * 


etc.— 
rescinded 


Shellac, linseed oil, 
Leading producers have 
April advances of about 15 cents per 
gallon, 
ing” order. 

On May 7, linseed oil was marked 


in compliance with the “ceil- 


up one cent per gallon, but the next 
day a similar drop cancelled the in- 
crease. 

On May 8, turpentine declined 2 
cents per gallon. } 


* * * 


Weatherstrip revision—One 
maker has issued notice to all buyers, 
advising that prices are withdrawn on 
its complete line of weatherstrip be- 
cause “we can no longer purchase the 
materials formerly used for the manu- 
facture of weatherstrip. ll brass, 
rubber-shod felt, 


bronze, copper, zinc, 





Prices Withdrawn 


One line weatherstrip. 


rubber coated sheeting, steel and iron, 
nails, screws and now even white pine 
for the manufacture of weatherstrip 
mouldings cannot be purchased with- 
out a priority that we do not have 
and cannot get.” In consequence, all 
prices were withdrawn “so that buy- 
ers would not be selling beyond the 
stock they have in hand or expected to 
get on specifications still due.” The 
company advises that it is now neces- 
sary for it to build up a new line of 
weatherstrip, using materials not on 
the restricted list. This new line of 
weatherstrip, from substitute materials, 
will be given new and different stock 
numbers when ready, and the selling 
prices thereon will be based on new 
costs plus the customary moderate 
mark-up. 





Price Advances 
Withdrawn 
Competitively priced vacuum bot- 


tles, kits. 
Linseed oil. Shellac. 
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Old Manila rope—tThe pres- 
ent price ceiling of $115 per ton for 
old manila rope established in Re- 
vised Price Schedule No. 47 will re- 
main in effect and no changes in the 
maximum price are contemplated by 
OPA it was announced. Dealers were 
urged to release their supplies to 
manufacturers of rope-papers and other 
items essential in the war effort. 


Farm equipment prices—By 
Price Regulation No. 133, effective May 
11, OPA has established maximum 
prices at which dealers may sell farm 
machinery and equipment at retail. In 
general, the manufacturer’s suggested 
retail price will govern, plus transpor- 
tation, delivery, handling and installing 
charges on a uniformly controlled basis. 
The manufacturer’s prices are based 
on those ruling Oct. 1 to 15, 1941, as 








a rule. Under the regulation, “farm 
includes, in part, farm and 
garden tractors; planting, seeding and 
fertilizing machinery; plows, harrows, 
and weeders; harvesting 
machinery; haying machinery; dairy 
farm equipment; poultry farm equip- 
ment; beekeepers’ supplies; agricul- 
tural spraying equipment; barn and 
barnyard equipment; electric fence con- 
trollers; farm pumps and water sys- 
tems; windmills; grain elevators, grain 
bins, corn cribs and silos; circular 


equipment” 


cultivators 


wood-sawing machines; farm size cane 
mills, cider mills, corn shellers, corn 
huskers and shredders, ensilage cut- 
ters, fruit presses, feed cutters, feed 
grinders and crushers, grain cleaners 
and graders, grain  threshers, hay 
presses, potato sorters and graders, syrup 
evaporators; buggies and farm wagons: 
harness and saddlery; and attachments 
and parts for all of the foregoing. Not 
included are: automobiles, trucks, gen- 
eral purpose tools, building materials, 
electrical equipment (except fence 
controllers), sprays or other chemicals, 
commercial processing, machinery, live- 
stock, seeds, feeds, or any other agri- 
cultural products. 


Auto repairs cut—The War 
Production Board has ordered a sharp 
cut in the present high rate of pro- 
duction of replacement parts for auto- 
mobiles and light trucks for civilian 
use. Only specified functional parts 
may be produced in the future, and in 
curtailed quantities designed to satisfy 
actual demand but eliminate surpluses. 
This means that manufacture for re- 
placement purposes is prohibited of 
such items as hoods, fenders, running 
boards, floor mats, bumpers, hub caps, 
clocks, cigar lighters, seat cushions, 
window mouldings, scuff plates, robe 
rails, doors, body panels, and other 
parts not essential to operation of a 
vehicle. 





Declines 


Turpentine. 
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Safety equipment regulated 
—To conserve the supply of materials 
urgently needed 
strict regulations on the use of alumi- 
num, copper, plastics, and 
other commodities in the manufacture 


in war production, 
several 


of safety equipment have been put into 
effect by the WPB. Included in the 
definition are guards, shields, contain- 
ers, harnesses, headgears, belts, shoes, 
protective clothing or coverings, masks, 
respirator inhalers, resuscitating ap- 
paratus, measuring instruments, indicat- 


ing instruments, protective creams, 
treads, warning signs, and all other 
such safety articles. Scarce mate- 


rials may not be used in these items 
except for A-2 or higher-rated orders, 
if the equipment was manufactured 
prior to the date of the order, or from 
parts ready for assembly on the date 
of the order; or within 90 days of the 
effective date if for delivery to the 
Army, Navy or Maritime Commisison. 





Latest News on 


PRIORITIES 


and 


WAR-TIME ORDERS 
on page 54 





Farm supply sales—Under 
many difficulties, manufacturers 
done rather well as to shipments of 
How- 
ever, as they are running out of steel, 
many items will no longer be obtain- 
able. As the end of the poultry supply 
selling season approaches, jobbers re- 
port that shipments of feeders can no 
longer be had, and that supplies of 
fountains are very limited. 


have 


spring orders to distributors. 


* * * 


Vegetables abundant — Sup- 
plies of fresh vegetables at central mar- 
kets are fairly abundant,” according to 
the U. S. Department of Agriculture, 
despite lateness of spring truck crops 
in most sections. Recent estimates in- 
dicate that total 1942 acreage of 21 
truck crops will be about 6 per cent 
larger than last year. Principal early 
increases are in cabbage, onions, spin- 
ach and tomatoes. Smaller increases 
are indicated in acreages for summer 
harvest. Because of the larger sup- 
plies, prices of truck crops have aver- 
aged little higher this spring than last, 
in spite of improved demand. Summer 
crops. should bring the growers rela- 
tively ‘better prices, unless there is a 
substantial increase in late production 
over present prospects. 


* * * 


Harness, singletrees and 
wagon hardware—New outlets for 
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CAN YOU AFFORD 


TO HAVE THOSE 
WHO NEED YOUR PRODUCTS 


FORGET YOU? 





Advertising has created a demand for certain products, 
built a substantial business for many manufacturers, intro- 
duced new goods, trade-marks, trade-names and special 
merchandise—yet when you STOP advertising it doesn’t 
take long for consumers and dealers to FORGET a name, 


or the company back of it. 


Experienced manufacturers—those who have advertised 
consistently for a long time admit that most people have 
short memories. To keep SELLING one must keep 
TELLING—repeating the name of the product and the story 
over and over again. That is why in times of business stress 
it pays to keep your name and products constantly in the 


minds of those who need your merchandise. 


Perhaps conditions will not permit you to fill all, or 
but a part of the orders you receive, but advertising will 
keep customers SOLD on your products until you can supply 


them and keep customers from FORGETTING you when 


conditions improve, or business returns to normal. 


As a nationally known advertiser once said: “The 
world does not need to be INFORMED so much as to be 
REMINDED”. Advertising in HarpwareE AGE will keep 
buyers REMINDED. 


HARDWARE AGE 


A Chilton Publication 
100 East 42nd Street. New York City 













Every User Recommends It— 


Every man who uses a Townsend Wire 
Stretcher is pleased with the ease with 
which it is attached to the wire, the rapid- 
ity with which the wire is brought into 
position for nailing, and the fact that he 
can stretch the wire and nail it to the post 
without assistance. These time and labor 
saving features have made the 


Townsend Wire Stretcher 


a profitable seller for over 30 years. It 
will stretch plain, twisted, barbed, woven 
wire or large mesh open wire. The 3 foot 
wooden handle is fitted with malleable 
iron pincers with serrated steel grips war- 
ranted not to slip. Also ideal for tight- 
ening bands and wire on large shipping 
boxes, crates and bales. Send for Trade- 
prices, also Folder which gives complete 
details. 


B. W. TOWNSEND 
Painted Post, N. Y. 



























LOWEST COST FOR 
HIGHEST DEPENDABILITY 


Their dependability is proved—by 
tests and by performance. Designed 
and built to give you pre-determined 
safety under severest weather con- 
ditions. Easy to carry. Easy to service. 
Burns up to 48 hours on one filling. 
It's the highway torch you've been 
looking for. 





harness are appearing here and there. 
During the past few weeks a number of 
trucking companies, dairies, etc., have 
indicated that they will convert part of 
their equipment to horse-drawn vehicles. 
It seems certain that unless WPB 
grants relief to manufacturers, in the 
way of materials, there will be shortages 
in the harvest season on wagon single- 
trees, etc., and on wagon hardware. 


* * * 


Copper products require A- 
1-k—Because of the tremendous war 
demand for brass and copper mill prod- 
ucts, WPB on May 7 (by amend- 
ment to order M-9-a) limited ship- 
ments of these products to ratings of 
A-l-k or higher, unless specific au- 
thorization is given for a lower rated 
shipment. Deliveries previously were 
permitted down to A-10 ratings. The 
amendment will prevent brass mills, 
wire mills, warehouses and foundries 
from shipping their copper or brass 
products on orders bearing preference 
ratings lower than A-1-k, unless pursu- 






















ant to an allocation or specific authori- 
zation of the Director of Industry Op- 


erations. 
J +* ok 


As to golf balls—L. E. Coleman, 
president, Golf Ball Manufacturers As- 
sociation, has stated: 

“There are literally millions of used 
golf balls around the country which 
can be reprocessed and recovered, with- 
out using any of the materials on the 
government’s critical list. Of course, 
new balls cannot be made, due to re- 
strictions on crude rubber. But there 
is absolutely no prospect of a_ ball 
shortage for the next year or two if 
golfers will cooperate in the program of 
reconditioning used balls. With co- 
operation and care by players, there 
will be a sufficient supply for normal 
play during the next year or two. The 
only sort of “rationing” necessary for 
golfers themselves is to be unselfish in 
releasing their old golf balls. Manu- 
facturers will then recondition them, 
and they will be sold to the golfing 
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Attracts the Stay-at-Home Gardener 


HIS window appeals to thé 

chap who is going to stay at 
home more this year than ever be- 
fore because of tire and gasoline ra- 
tioning. So to help him get in that 
long promised work in his lawn or 
garden, J. M. Warren & Co., Troy, 
N. Y., offers the makings in this at- 
tractive window arrangement. 
Scythestones will be a particularly 
good bet for hardware store sales 


for there are no priority difficulties 
anticipated. Yet a scythe is essential 
to a well-kept lawn or garden but is 
almost useless without frequent use 
of a sharpening stone. Farmers, too, 
will require sharpening stones to 
keep their sickles and other tools up 
to cutting efficiency. This important 
item should have a prominent place 
in each farm and garden tool dis- 


play. 
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public at large. Of course, players 
turning in balls will be paid for them.” 


* * * 


Retail Price Comparisons— 
The Fairchild Publications’ retail price 
index rose from a March average of 
112.5,—to 113.4 per cent of normal at 
the end of April. This was an in- 
crease of 18.7 per cent from a year 
earlier, and 27.6 per cent above the 
pre-war low in 1939. Each of the ma- 
jor groups participated in the slight 
April rise—which, of course, is due to 
be rescinded on May 18, by the ap- 
plying of the new OPA retail price 
ceilings. It can be seen, however, that 
the selection of March, 1942, prices 
(index 112.5 per cent) as the ceiling, 
permits retailers to hold most of their 
very substantial increases over a year 
ago, and especially over their pre-war 
markings. The U. S. labor depart- 
ment estimated the new retail ceilings 
will establish a general price level of 
about 115.1 per cent of the 1935-1939 


average. 
* Oo” ok 


Electrical goods set record— 
The value of new orders booked for 
electrical goods during the first quar- 
ter of 1942 based on reports from 78 
manufacturers were the largest on rec- 
ord for any similar period, and 
amounted to $759,063,284, compared 


with $554,115,468 for the first quarter 
of 1941, according to the U. S. Depart- 
ment of Commerce. The orders for 
electrical motors, domestic appliances, 
industrial equipment, storage batteries 
and miscellaneous electrical apparatus 
are included in the total. Last year’s 
total electrical goods orders were valued 
at $2,348,031,251, compared with $1,- 
433,377,755 in 1940. The only other 
year in which they exceeded $1,000,000,- 
000 was in 1929. 
of * * 

Anti-freeze on quotas — A 
quota system for production of anti- 
freeze was prescribed by the War Pro- 
duction Board May 14, in order L-51l. 
Quotas have not been set, but are ex- 
pected to approximate 50 per cent of 
the amount of anti-freeze sold by each 
producer in 1941. Anti-freeze manufac- 
tured for the army, navy, other govern- 
mental agencies, or lend-lease, may be 
made in addition to quotas. Anti-freeze 
production to be permitted under the 
order is intended to be sufficient to fill 
requirements for the smaller number of 
motor cars which will be operating next 
winter. 

we + * 

Copper production gains— 

Domestic copper production in April 


rose sharply, to 94,314 tons,—the high- | 
est level since April, 1937, as reported 


by the Copper Institute. 





Just Among Ourselves 


(Continued from page 20) 


of questions and his simple 
answers have a clarity which 
other hardware men will ap- 
preciate and welcome in the 
welter of confusion that at- 
tends efforts to explain many 
current governmental regula- 
tions. 


New Stove Order:— 

On page 32 of this issue is 
a complete news report on a 
new WPB order which pro- 
vides some relief in the pro- 
duction of heating and cook- 
ing stoves for civilian use. This 
is the first experimental WPB 
effort to maintain some sem- 
blance of civilian production 
on goods made of critical ma- 
terials. It is estimated that 
about 2,000,000 stoves may 
be made under this order and 
that about 75 per cent of these 
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will be available for civilian 
use. Only one standard model 
is permitted and only the 
“smaller companies” are sub- 
ject to this relief. The full 
story merits careful reading. 
If this order works, and does 
not handicap war needs, it 
may be assumed that some 
precedent has been established 
for similar relief in other 


fields. 


Aid High School Students 


When they put on a Fall Style 
Show, at Gremont, Ohio, the mer- 


chants not only had a chance to | 


show off their wares, but man- 
aged to create a lot of good will, 
as well. The show was sponsored 
by the University Women’s Club 
and all proceeds from the sale of 
tickets went into the club’s scholar- 
ship fund for aiding worthy high 
school graduates. 
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item . . send in your order today. 
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SCREWS 


For 50 Years Manufacturers 
of Screws, Stock 


Machine Screws and Nuts 
Screw Machine Work 
Sheet Metal Screws 
Wood Screws 
Case Hardening @ 
and Plating 
| Developments 
& madeforyour 4 
h industry 4 






















































MORE PROFIT 


ent H i Speed heck 
require Hig 

saw blades. Capewell has 
developed the molybden- 
um blade that mechanics 
are paying real ater to 
own. It's called TECH- 
NITE. It cuts faster, lasts 
longer. For you, it bri 
98% more profit. It se 
fast from Capewell’s FREE 
4-color di . Carry ex- 
tra stock to fill the demand. 
Order from your jobber. 
The Capewell Mfg. Co. 


THE MOLYBDENUM 


HICH SPEED HACK SAW BLADE 





By L. W. MOFFETT 


Washington Representative 
of Hardware Age 
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METALS FOR CIVILIAN USE 
have become as scarce as hens’ teeth. 
The pinch of priorities, metallically 
speaking, has become a death hug. 
For some time it has been decreed that 
there shall be no metal for shoe lace 
tips and eyelets and even no tacks for 
soles. Hardware manufacturers also 
have been deprived of many metals or 
have been able to get only lim‘ted sup- 
plies. Now they have been given a 
K.O. by the WPB’s General Conserva- 
tion Order M-126. It takes away all 
metals from them beginning Aug. 3. 
And this means that metal stocks of 
hardware dealers will be wiped off 
their shelves, unless some fortuitous 
circumstance intervenes—such as a 
quicker ending of the war with victory 
for the allied nations than is.now seen. 
For M-126 throws all metals from ash 
sieves to work benches into the maw of 
Mars. 

x * 


THE ORDER will be administered 
from New York by Edwin F. Addis, 
head of Burlington Mills, textile manu- 
facturers. Offices are located in the 
Chanin Building, 42nd St. and Lexing- 
ton Ave. Appeals are to be filed by 
manufacturers in the different WPB 
field offices, but they will be routed to 
the New York office for review and 
final action. Just now it looks as 
though the appeals will not get far, if 
anywhere. Which is another way of 
saying that metals of all kinds, variety 
and sizes are out for the duration so 
far as civilian users are concerned. 


x * 


OPA TO THE HOUSEWIVES— 
“Before July 1; Educate yourself and 





your neighbor on the price regulations 
and how they operate. 

“Don’t try to be a price policeman. 
Leave the policing job to OPA. From 
the very start prices will be under the 
closest surveillance by OPA, which will 
used trained technicians of the Bureau 
of Labor Statistics to check price 
trends. 

“After July 1: By this time War 
Price and Rationing Boards—commit- 
tees of your neighbors, will be operat- 
ing and handling complaints. Know 
how and where and in what detail to 
report violations. The boards will sift 
complaints and make adjustments 
wherever possible, but will turn special 
cases over to OPA enforcement officials 
for final action. 

“Meanwhile, OPA will train profes- 
sional shoppers to work with each War 
Price and Rationing Board and police 
prices in the area. 

“For the long run: Realize that you 
have a personal responsibility to buy at 
or below the ceiling price. As goods be- 
come scarce, get together with your 
neighbors to make the scarce goods go 
farther, to pool delivery services and to 
find substitutes.” 


x «re 


THE USE OF KAPOK as insula- 
tion for industrial refrigeration and as 
stuffing for civilian maritime equip- 
ment was prohibited on May 4 by the 
WPB in Amendment No. 2 to the kapok 
conservation order, M-85. The amend- 
ment also limits the use of kapok as 
insulation for airplanes, and extends 
for 30 days the right of dealers to de- 
liver to manufacturers the minimum 
amounts of kapok necessary to make 
the permitted items. It is estimated 
that the amendment will save 7,500,000 
lb. of kapok for war purposes. Kapok 
is a silky fiber from the seed pod of a 
tree grown in the Netherlands East 
Indies. 
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Tommy Axe 
Power Centered 
to Lick 1001 Jobs 








" 
-“Lint OFl6@ 


@ Improved dynamic design (patented) 
gives perfect balance plus unequalled 
efficiency for chopping, driving, pull- 
ing and ripping. Full force of each blow 
is focused at point of impact, as in sketch. 


Stock, display and profit with this 
universally sought and accepted tool. 

National advertising directs 10,000,000 
consumers to buy it in Hardware Stores. 
Produced only by the Makers of True 
Temper Products, Cleveland, Ohio. 


TRuE TEMPER 


PRODUCTS 


FORKS + RAKES + HOES + AXES « HAMMERS +» HATCHETS 
SHOVELS + FISHING RODS AND BAITS + GOLF SHAFTS 














HEY!! WAIT A MINUTE. 


Can you tell us where we can find 
some good additional lines to 
represent? 











SURE— 
THAT’S EASY!! 


You'll find them listed under "Sales Representatives 
Wanted" in the Classified Opportunities Section of Hardware 
Age. This section reaches the greatest number of Hardware 
readers of any hardware paper and is noted for securing 
quick, tangible results for its advertisers. 





Send your copy with remittance to— 


HARDWARE AGE 


Classified Opportunities Dept. 


100 East 42nd St., New York City 











MAY 28, 1942 











A Champion 
in the Navy 


Serving Uncle Sam in the Navy, this 
Champion Chest Handle measures up to 
Type B specifications. Champion numbers 
262, 263, 264 supplied in 3 sizes—314”-4"- 
4¥,”. When you bid priority orders—bid 
Champion. 


BUY WAR BONDS and STAMPS 


























THE CHAMPION HARDWARE COMPANY 
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A rich new trade wind is blowing over your head. 
tf you pull the right ripcord, it will parachute an 
orderbook full of SKY POWER sales right in your lap. 
Monitor brings you not just a windmill, but a complete 
running water system, with special force pump, fully 
automatic pressure gauges and controls. Alternative 
of 1000-gallon pneumatic tank or concrete tank in hill- 
side. Includes famous storm-safe Monitor with automati 
wind-governing. For attractive dealer or distributor 
lineup on SKY POWER windmill and SILENT FLOW 
electric water systems, write nearest Baker branch today! 
BAKER MANUFACTURING COMPANY, Evansville, Wisconsin 


Monitor 


RUNNING WATER SYSTEMS 


i 




















BAKER MFG. CO: Minneapolis, Minn.; Madison, 
Wis.; Fort Dodge, ta.; Cedar Rapids, la.; Fredericks- 
burg, fa.; Omaha, Neb.; Kansas City, Mo.; Enid, 
Okia.; Hutchinson, Kan.; Brandon, Manitoba, Can. 
AXTELL CO.: Fort Worth, Texas; Amarillo, Texas; 
Lubbock, ‘Texas; San Angelo, Texas. 
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Washable Water Paint 


“Kem-Tone”—a_ new oil-less interior 
wall finish shortly to be made avail- 
able in all sections of the country ex- 





cept the west coast. Although water 


is used as a thinner, manufacturer 
states it is not an ordinary water paint, 
but an entirely new product made pos- 
sible by recent developments in the 
field of synthetic resins and employing 
new scientific principles. The “Kem- 
Tone” vehicle consists of a water-and- 
“Kem-Tone” 
may be applied directly over practically 
any kind of surface except kalsomine 
without priming. It will also cover old 
wallpaper. May also be used on new 
plaster walls without any priming or 
sizing coat and without waiting for the 
plaster to dry thoroughly. Other sur- 
faces on which it can be used without 


synthetic-resin emulsion. 
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New and Improved Merchandise—Display Helps—Sales Literature— 
New Packages—New Colors—Catalogs 


preparations include _ brick, 
stucco and cement walls, wall and 
plaster board, oil-painted surfaees and 
casein-painted surfaces. One coat is 
generally sufficient. Maker also states 
that kalsomine brushes can be used 
and a wall can be done in stages with- 
out showing the slightest lap. “Kem- 
Tone” comes in eight pastel colors, 
four deep colors and Yorktown White. 
Twenty-four additional shades obtain- 
able through intermixture of the stand- 
ard colors. Packaged in paste form in 
quart, gallon, and 5-gallon containers. 
Sherwin-Williams Co., Cleveland, Ohio. 


previous 


Plastic Ice Cube Maker 


“Sanitray”—features removable, trans- 
parent and durable plastic cups. De- 
sired number of cups can be removed 
from tray without removing entire tray 
from refrigerator. Ice is removed from 
cups by holding them upside down and 
pressing gently. Ice will also release 
without pressing, if kept at room tem- 
perature for a moment. Tray may also 
be used for making frozen desserts. 
Maker states a special plastic of rela- 
tively thin gage is used in order to ob- 
tain fast-freezing results. “Sanitrays” 
have been designed to come as close 
as possible to fitting all ice cube com- 
partments of various refrigerator mod- 
els. Swift Mfg. Co., 247 McDougall 
Ave., Detroit, Mich. 




















Kitchen Knives-Forks 


“Universal’s” new “Marquette” knives 
and forks:have jasperite handles in rich 
lipstick red, golden maize and white. 
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These inexpensive table cutlery sets 
made with carbon steel, chrome sur- 
faced extra heavy blades and rounded 
tines have cast metal bolsters. They 
come in sets of six knives and six 
forks and are packed in attractively 
lined display boxes. Landers, Frary & 
Clark, New Britain, Conn. 


Gift Wood Carvings 


One hundred and sixty fast selling 
reproductions of hand wood carvings 
are featured in a striking catalog, dis- 
playing the “Multi-Products” line in 
actual color. Many typical settings 
show the merchandise in actual use. 
Mirrors, wall brackets, trays, book ends, 
tie racks, brush sets, plaques and smok- 
ers’ articles highlight the pages. Multi- 
Products, Inc., 1914 So. Western Ave., 
Chicago. 


Seed Catalog 


The Heimes Seed Co., Canton and 
Youngstown, Ohio, is offering the 
Holmes Seed Book, containing illustra- 
tions of flower seeds and a specially 
enlarged section devoted to vegetable 
seeds, 
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“Amerock Victory” 
Display 


The new “Amerock Victory” display 
illustrated herewith shows a line of 
cabinet hardware approved for defense 


housing priorities, company states. Of- 


fered in “dull kromoid” (which looks 
very much like dull chromium) and in 
colorful ‘“‘Plasticoe” finishes, this hard- 
ware conforms to priority requirements 
according to the new defense housing 
critical list issued by the WPB under 
date of February 24, 1942, it is stated. 
Light-weight and compact, the display 
is 10 in. deep and 15 in. high, weigh- 
ing 3 lb. This new sales aid is offered 
through leading jobbers for the 
of the hardware only—no charge being 
made for display or mounting. Ameri- 
can Cabinet Hardware Corp., Rockford, 
Til. 


cost 


“Verd-A-Ray” Display 
This complete electrically equipped 
demonstrator-dispenser and 50 folders 
are free with the following assortment: 
six each, 40-watt lamps; 12 each, 60, 
75, and 100-watt lamps; list price each 
lamp, 25 cents. Total retail value is 






$12.00: dealer’s cost $8.00. Counter 
Le *% 
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display is in blue and yellow. Lamps 
are said to be ideal for all close work 
in defense plants, in the home for read- 
ing, writing, sewing, etc. Save Electric 
Co., 615 Front St., Toledo, Ohio. 


Uses of “Scotch Tape” 


A new booklet has just been issued 
by the Minnesota Mining and Mfg. Co., 
St. Paul, Minn., entitled “3-M Prod- 
ucts Used in the Victory Program.” 
The of abrasives on various ma- 
chines along with the description of 
“Scotch” adhesive tapes is the subject 
matter and how time can be 
saved on many operations by using 
these materials and equipment. For 
who are doing grinding, finish- 
ing, polishing or are interested in sav- 
ing time with the use of “Scotch Tape.” 


use 
shows 


those 


“Victory” Fly Swatter 
No. 1776—swatter blade is made of 

a paper product “Fibr-Celo” and swat- 

ter handle of wood, thus eliminating 





use of metal entirely. Blade size is 
4°, by 6 in. and length overall, 18 in. 
Colored in red, white, and blue. U. S. 
Mfg. Corp., Decatur, Il. 


Incendiary Bomb 
Extinguisher 


“DuMag,” a dry chemical extin- 
guisher—a harmless dry powder which 
puts out magnesium fires not extin- 
guishable by other means. Packed in 
convenient tubes of capacity ample for 
one 2-lb. bomb. Dugas Engineering 
Corp., Marinette, Wis. 


Fan Literature 
The Emerson Electric Mfg. Co., St. 


Louis, Mo., has issued a 1942 fan cata- 
log called “The Book of Fan Values 
for 1942.” This 28-page book, illus- 


trated in color, shows approximately 
100 types with complete data on con- 
struction features and _ performances. 
The company also has available a 1942 
pocket size catalog and a new electric 
fan folder for consumer distribution. 





SEND US YOUR 
INQUIRIES 




















* Stewart Chain 
$ Link Wire Fences 
are built to meet all 
requirements from 
low lawn types to 
high _ industrial 
fence with barbed 
wire overhang ar- 
rangement. 
















“CHAINLINK 
FACTORY FENCE 


Window Guards. © AN 
Wire Mesh Par- 

titions. Steel Fold- q 7 
ing Gates. Machin- + hy 
ery Guards. Chairs, z nines 
Settees, etc. 















Send Stewart your inquires for fence, 
ates, and all types of metal specialties. 
iterature is available on all Stewart 

products. When writing please mention 
literature in which you are interested. 


THE STEWART IRON WORKS CO., INC. 
987 Stewart Block. Cincinnati, Ohie 


Fence Builders to America Since 1886 











Aladdin 


SANI-SEALD 


Vacuum 


BOTTLES 


MONG the thousands and thou- 

sands of war’s industrial work- 
ers, Aladdin Vacuum Bottles are 
performing yeoman service in keep- 
ing their beverages hot, savory, and 
sanitary night and day. Through 
their high efficiency and durability, 
Aladdin has firmly established itself 
as the “preferred” vacuum bottle. 


DEALERS 


Please Take Notice 


Naturally Aladdin production has been con- 
siderably reduced through shortages of mate- 
rials required to maintain Aladdin's a 
tionally a uality, and which must 
preserved. situation, we are exerting 
every effort to supply all of our dealers with 
a sufficient quantity for their immediate needs, 
although it must be realized that of necessity 
shipments be somewhat delayed. 


Aladdin Industries, Inc. 
223 West Jackson Boulevard 
CHICAGO, ILLINOIS 
























has. 


Our 94 Years’ Experience 
in Special Wire Forms Is 


AT THE SERVICE 
OF UNCLE SAM! 


IKE most others, we have 
placed our entire plant 
and experience at the Govern- 
ment’s disposal. This, of 
course, affects our hardware 
deliveries, but we know our 
dealer friends understand 
and will bear with us until we 
bring this war to an early, suc- 
cessful end. 


M. S. BROOKS & SONS 


Since 1848 


‘BROGKS / HOOKS © 





Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory Num- 
ber of HARDWARE AGB. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 

“Who 
He'll be 


in, write to the 
Makes It” Editor. 
glad to serve you. 


HARDWARE AGE 


100 East 42d St., New York City 





CHESTER, CONN. 











Wood Animal Set 


No. 5a—all made from wood mate- 


rials, strong and sturdy and attractively 
colored with a non-poisonous lacquer. 
Set consists of 12 animals packed in a 
clear pine box, 21 by 18 by 3 in. 





Weight 11 lbs. Average size of ani- 
mals, 7 by 5 by % in. Animals are 
in different colors. Suggested retail 
selling price, $9.00 or $9.50. Dealer’s 
cost, $5.00. Play Pal Toys, 1800 FE: 
30th St., Cleveland, Ohio. 


Soil-Conservation Book 


Bethlehem Steel Corp., Bethlehem, 
Pa., is making available copies of a 
handbook of practical information on 
how to prevent and cure soil erosion, 
entitled “Your Land.” Copies of the 
book will be supplied free of any 
charge or obligation to hardware deal- 
ers for distribution to farmers in the 
areas they serve. Sample copy avail- 
able from the company. The booklet 
includes information on how to produce 
bumper crops with a minimum of 
labor; save rainfall dnd guard top-soil. 
It has been prepared in consultation 
with experts on so'‘l-conservation and 
sets forth a practical program, giving 
full details on the latest and best soil- 
conserving farming methods. Some of 
the topics discussed are crop rotation; 
contour plowing; strip cropping; di- 
version ditching; terracing; basin lift- 
ing; sub-surface tillage; shelter belt- 
ing. The book contains numerous 
illustrations showing the application of 
soil-conservation methods to actual 
farms. 


Liquid Cleanser 


“Nu-Steel” for cleansing aluminum 
and stainless steel cooking utensils and 
other equipment and also brass, bronze. 
chromium and nickel fittings announced 
by Vischer Products Co., of 412 Orleans 
St., Chicago, maker of the “Flex-Seal” 
pressure saucepan. It is recommended 
by the company for cleaning “Flex- 
Seal” and for other household utensils, 


Win S NEW 








fountain, dairy, hos- 


food _ service, 
pital, and laundry equipment and build- 


ing maintenance. “Nu-Steel” is mar- 
keted in three sizes, a 12-0z. dispenser 
can, retailing for 50 cents; a 48-oz. 
can for $1.00; and a “Nu-Steel” clean- 
ing kit which consists of two Cellulose 
sponges, a package of stainless steel 
wool and a 12-0z. dispenser, which re- 
tails for $1.00. 


“Deancoys” Available 
Again This Season 


The Dean Rubber Mfg. Co., North 
Kansas City, Mo., advises that its 
“Deancoys” will be available again to 
hunters this year, since the initial 
manufacturing steps of converting latex 
into decoys, were under way before the 
freeze order on rubber stocks and ma- 
terials was put into effect. Therefore 
a limited supply of the decoys will be 
available. Improvements, such as the 
inflation point the beak, have been 
made. The company is endeavoring to 
ration orders to dealers to spread out 
as far as possible, the supply now avail- 


able. 





14-Oz. Broom 


“Kitchenette”—maker states it sweeps 
cleaner and better than old style brooms 
twice its weight and size; does not pull 
nap. Come packed 12 in a display 





carton, each broom in a stout protecting 
envelope. Carton becomes a display 
rack. Whisk has untrimmed ends to 
increase sweeping efficiency. The 
Joseph Lay Co., Inc., Portland, Ind. 
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OLE TIMER sez: 
“How’re you, Amos?” 

“Pm all right . . . if you 

don’t ask for details.” 











One of the “details” 
Edlund doesn’t like 
is to have to ration 
our customers’ orders 
‘ . but you know 
how it is these days! 

Anyway — there'll 
be no rationing of 
quality in Edluna 
Egg Beaters. 


a 
A COMPLETE LINE 
29c to $1 retail 
e 
CAN OPENERS 
CAP REMOVERS 
JAR OPENERS 
KNIFE SHARPENERS 





EDLUND COMPANY 
BURLINGTON, VT 


At Your 
Jobbers 

















PLENTY OF EXTRA DOLLARS 


in reglazing IF you have the 


PROPER EQUIPMENT 





FLETCHER Electric Putty Softeners will soften the old- 
est, hardest putty on a sash in about one-third the usual time. 
These tools are sturdy and insulated so as not to burn the 
operator’s hands. There are three models priced at $7.50, 
$8.50 and $10.00. Send today for complete particulars. 


When new glass must be cut, or old glass recut, be sure 
to use FLETCHER “Gold Tip” glass cutters. They are de- 
pendable and are guaranteed. There’s a FLETCHER wheel 
for every kind of glass. 


THE FLETCHER, TERRY CO, FORESTVILLE, CONN. 

















TANGLEFOOT: 
FLY PAPER 


HELP CUSTOMERS 
FIGHT 
FLIES 
AND 


The war is teaching us that sick- 
ness and disease is aiding the 
enemy. Your customers are Re 
ing through newspapers, radio and 
movies that the Ay is the greatest 
carrier of deadly germs. 

Through national magazines, 
farm journals and more than 500 
newspapers, we are telling a new 
generation what their grand- 
parents knew—that Tanglefoot 


catches the germ as well as the fly. 


“4 Stock now. Your jobber can 
supply you. 


| THE TANGLEFOOT COMPANY 
336 Straight Ave., S. W., Grand Rapids, Michigan 


_ -_ Yoo 


er ae’ 


BERNARD 


TRADE MAQH QEGISTEREO 


Beanaro Pliers — one of the first tools for which 


America reached when war production started. 


THE WM. SCHOLLHORN CO. 
New Haven,. Conn. 


Serving Industry for three-quarters of a century 















MAY 28, 1942 












“EVERY 


Mechanic 


Needs These 






Fig. 950 
Lead Typ 
Woodscrews 08 
In Tile @ Marble © Slate @ 
Mosaic ® Brick and Wood Furring 
Easily and quickly set in anchor 
hole without a setting tool. A defi- 
\ nite protection against wall frac- 
Fig. 955 tures. Both types expand uniformly 
Fiber Type UNder screw pressure to assure a 
firm grip. 
Ask your Jobber for them Today and write for 
catalog. 


THE PAINE CO. 


2963 Carroll Ave. Chicago, Ill. 
New York Warehouse & Sales: 48 Warren St. 


Screenname neeiensdtm eee eminent 








can make 
PROMPT 
SHIPMENT 


ON 
Defense Housing 


BUILDERS’ 
HARDWARE 


Our modern facilities, 44 
years’ experience, and con- 
sistently high standards of 
manufacture are your best 
assurance of receiving the 
best quality obtainable on 
PRIORITY ORDERS. 


Continue to specify "SHELBY" 
lyolby 


SPRING HINGE CO 
SHELBY, OHIO 


Hi} a 
rd 


c 
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The Merchant and His Lease 


(Continued from page 42) 


ence in the execution of its work. 
This preference was necessitated 
within the meaning and purpose of 
an Act of Congress and constituted 
a good defense for the delay or can- 
cellation of the plaintiff’s contracts.” 

The Justice in the auto sales case 
held that “a contract, which con- 
templates the doing of a thing at 
first lawful and which subsequently 
during the term of the contract be- 
comes unlawful, ceases to be opera- 
tive upon the taking effect of a pro- 
hibitory law” and concluded that the 
tenant, the sales company, was pre- 
vented by action of the Federal Gov- 
ernment from occupying the prem- 
ises for the purposes for which it 
leased them; that the contract be- 
came impossible of performance by 
operation of law} and that the tenant 
was entitled to dismissal of the ac- 
tion for the rent and the return of 
the deposit under the lease. 

In this particular instance cited, 
the dealer was engaged in the sale 
of one particular item, namely, a 
new motor vehicle, but where by rea- 
son of Government edict and order 
a substantial reduction of the busi- 
ness of a dealer is effected, it would 
seem that the same principle, as 
enunciated in this case, may be 
applicable. 


Certainly it would be well to in- 
corporate in any lease or extension 
of any existing lease a provision re- 
lieving the tenant dealer from lia- 
bility, whenever a sustantial reduc- 
tion in his business is occasioned 
under the circumstances and condi- 
tions as described, or analogous 
thereto. 

Probably the landlord will also 
endeavor to overcome this objection, 
and you should be watchful, for you 
may find a condition in the lease, o1 
the extension of your existing lease, 
providing that the liability of the 
tenant dealer shall continue notwith- 
standing any prohibitory regulations 
issued by any governmental agency. 

It is an interesting situation, one 
of the many problems, and many will 
arise, created by war conditions. It 
warrants careful consideration. 


War No. 801 
HIS is war 801. So there’s a 
little experience to trade on. In 
spite of restrictions and suffering, 
people have eaten, lived, gathered in 
song and exchanged goods through 
800 wars. This war may be a super- 
colossal one, as Hollywood says, but 
it is war 801. Keep selling! 
—Advertising and Selling 








Cool Atmosphere Helps Sell Hot Weather Merchandise 





The cool atmosphere of this simple window display of hot weather items 
featured at Babcock, Hinds & Underwood, Binghamton, N. Y., was an inviting 
trim that boosted sales of this merchandise. Display by Jos. B. Kozak. 
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@ Quite a problem, hold- 
ing up dollar volume now 
that refrigerators and 
washing machines are off 
the market. That's one 
reason smart merchan- 
disers are featuring qual- 
ity products. Another 
reason is that the public 


HOLD UP YOUR VOLUME 


WITH 


buy and the need to make 
thingslast—wants quality. 


WESTCO 65 is the finest 
hou_ehold can opener 
ever made. Retailing at 
$1.50, it provides a hand- 
some profit. Meet your 
sales quota by display- 








—with more money to _ ing, featuring, promoting 
spend, fewer things to WESTCO 65. 


Order today 
from your Dis- 
tributor or 
Direct. Immedi- 
ate delivery. 


TS THE TURNER & SEYMOUR MFG. CO. 


Makers of Famous Blue Line Kitchen Tools 
492 Lawton St. 


Torrington, Conn. 











"LOOK AT THIS BATTERED LEAKY 
FLOAT/ NOW WHATiL WE DO?” } | 





She has the answer! 
SHE SAW 


AMERICAN 
Plastic 
Tank Floats 


at their Hardware Dealer’s 


Made of tough re- 
sistant tenite—a new 
plastic! 


Does not crack, bend 
or get out of shape 


CORROSION-PROOF 
LEAK-PROOF 





Impervious to salt- THE ONE FLOAT Standard threaded 
water, iron, sulphur, FOR ALL WATER spud, integral with 
etc. CONDITIONS. mold. Can’t loosen 


Accepted by all leading Pottery Manufacturers 
Here’s an item that meets BIG demand! Quick Turnover 


—More Profit! 


JOBBERS: Write for sample and prices. 
RETAILERS: Order from your wholesaler. 


AMERICAN MOLDED PRODUCTS CO. 


1753 N. HONORE ST eller Veloma as 














The New %¢reamline 
‘Triplex” Spring Butt-Hinge 


er aa 1 


bai oe Modern Architecture requires 


6 





Spring Hinges of suitable de- 
sign and proven quality. 

Streamlined ‘‘Triplex’’ double 
and single acting spring butt- 
hinges may now be ordered 
with button tip ornamentations 
in keeping with the most mod- 
ern designs in builders’ hard- 
ware. They are as modern as 





the newest streamline train or 
the latest flagship of the transcontinental air fleets. 


Spring Hinges of Quality 


~-(CHICAGO) ~~ 


SPRING HINGES 


LOOK FOR THE TRADE MARK 





Chicago Spring Hinge Company: 


CHICAGO NEW YORK 
U.S.A. 
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FARRELL-CHEEK 


FIRE-FIKER 





FURNACE TOOLS TO MEET ALL 
REQUIREMENTS 


Ask your jobber or write direct 
for catalog. 


x 
ay, Clinker Tongs 


ire Hooks oO 
: . re 


Pokers 














Back Up Wrenches 


FARRELL-CHEEK STEEL CO. “onic 


coment coco een ceneenieeemmennnniaeal 
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BOUGHT GEM FLUE 
STOPPERS LAST YEAR ON 
A BASIS OF COMPARISON 


*% Jobbers were invited to compare « 
No. 3 Gem with any other stopper 
they carried. The verdict was: 
Gems look better—they're made better. 

*% They took better because of colorful 
pictures lithographed on metal; will 
not tear, wrinkle. or fade. 

% They're made better because they're 
made with folding wire fasteners se- 
cured te the stopper by slots raised 
from the metal of the stepper blank 
itself; cannot pull out or break off. 
Ne assembling operations or loose 
parts involved. 


Ask your Wholesaler for No. 3 Cems 
or write us for reference. 


J) L. CLARK MANUFACTURING CO 


ROCKFORD ILLINOIS 














The 


best ... 
BETTER BRAND 


MOUSE AND RAT TRAPS 





McGill Metal Products Co. 





Marengo, Illinois 












OPA’s General Price Control Plan 


(Continued from page 31) 


available for examination by the Office 
of Price Administration, records of the 
same kind as -he has customarily kept, 
relating to the prices which he charged 
for such of those commodities or ser- 
vices as he sold after the effective date 
of this regulation; and, in addition, 
records showing, as precisely as pos- 
sible, the basis upon which he deter- 
mined maximum prices for those com- 
modities or services. 


QUESTION 11: Do you have to 
register? 

ANSWER: Every person selling at 
wholesale, and every person who owns, 
or hereafter becomes the owner of, any 
busine:s operating an _ establishment 
selling at retail any commodity or ser- 
vice for which a maximum price is 
established by this Regulation or bv 
any other price regulation issued on 
or prior to April 28, 1942, by the Office 
of Price Administration shall zegister 
each such establishment wit! the Office 
ot Price Administration at such time 
and in such manner as the Admin- 
istrator may hereafter by regulation 
prescribe, on forms which will be made 
available by the Office of Price Ad- 


ministration. 


QUESTION 12: Are you licensed? 

ANSWER: Every person selling at 
wholesale or retail any commodity or 
service for which a maximum price is 
established by this regulation or by any 
other price regulation issued on or prior 
to April 28, 1942, by the Office of 
Price Administration is by this regula- 
tion granted a license as a condition of 
selling any such commodity or service. 
Such license shall be effective on the 
effective date of this regulation or 
when any such person becomes subject 
to the maximum price provisions of 
this or any other price regulation, and 
shall, unless suspendéd in accordance 
with the provisions of the Emergency 
Price Control Act of 1942, remain in 
effect as long as such regulation, or any 
applicable part, amendment, or supple- 
ment remains in effect. 


Question 13: What are the pen- 
alties for violating this regulation? 

ANSWER: Persons violating any 
provision of this regulation are sub- 
ject to the criminal penalties, civil en- 
forcement actions, and suits for treble 
damages provided for by the Emergency 
Price Control Act of 1942, and proceed- 


ings for the suspension of licenses. 


QUESTION 14: Are articles on 
which prices were frozen before March, 
1942, effected? 

ANSWER: This regulation shall not 
apply to any sale or delivery for which 
a maximum price is in effect, at the 
time of such sale or delivery, under the 
provisions of any other price 1egula- 
tion issued, or which may be issued, by 
the Office of Price Administration. 


QUESTION 15: When does regula- 
tion become effective? 

ANSWER: All the provisions of this 
regulation shall become effective on 
May 11, 1942, except that: 

(a) The provisions of this regula- 
tion, other than Section 11 (a), shall 
not apply to establishments selling at 
retail until May 18, 1942; 

(b) The provisions of Sections 1 and 
2 shall not apply to any sale of ser- 
vices at retail until July 1, 1942; and 

(c) The provisions of Section 11 (a) 
shall become effective upon the date 
of issuance of this regulation. 


QUESTION 16: Is there any pro- 
vision for aiding a seller where cir- 
cumstances impose grave hardships: 

ANSWER: Sellers may appeal for 
relief 

A. Yes. If a seller finds his maxi- 
mum prices are abnormally low com- 
pared with prevailing maximum prices 
for the same article or services, he may 
petition OPA for individual relief. The 
procedure for making this petition will 
be set forth in a regulation to be is- 
sued shortly by the Administrator. If a 
seller’s maximum prices for a com- 
modity are in line with those of other 
retailers, but the retailers as a group 
can make little or no profit or may 
have to sell at a loss, the seller should 
immediately write the Retail Trade and 
Services Division, OPA, Washington, 
D. C., and set forth the facts. 


QUESTION: How could such relief 
be provided? 

ANSWER: Relief would take the 
form of a “roll-back” of prices at the 
wholesale and manufacturing level by 
OPA order. 

Now, if anyone has any questions | 
shall try to answer them, or if you 
should have any later, take ther up 
with us. 
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“ITS SORT OF AM EXPERIMENT, iF IT WORKS OUT ALL RIGHT 
WARRYS GOI IN THE TIRE BUSINESS ” 


HARDWARE AGE 
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or Safety . Economy - Good Service 


THE CLEVELAND CHAIN & MFG. CO. 
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Continental TINY TIM 
Supplies electricity for only Ic pr. hr. 


This battery charger and lighting outfit gives depen dable 
electric service at amazingly low cost. Easy to carry with \ 
built-in handle. Easy to operate (push-button starting) — 
easy to own. It supplies controlled voltage, has an auto 
matic shut-off and « throttle to control charging-rate of 
battery. There are many more new features. Send for new 
circular telling about the new Tiny Tim 





HUNDREDS OF 
SATISFIED CUSTOMERS PROVE 
CONTINENTAL SUPERIORITY 


Tiny Tim generator is driven by the 
Continental Red Sea! Engine, famous for 
smooth, dependable, economica! power. 
However, Red Seal Power is only one of 
many outstanding features. Learn aif 
about this amazing Tiny Tim. Write today! 


Continental Motors Corp. 
MUSKEGON, MICHIGAN 

















Dependable Products Since 1888 








Coburn Trolley Track Co. 

























Seed Sadeniaden Wanted— 


If you’re a good salesman inside or outside and 
want to get located, use the Classified Oppor- 
tunities Section of HARDWARE AGE. That’s 
the place where concerns looking for qualified 
men and men looking for desirable connections 
usually advertise and “connect”. HARDWARE 
AGE is read by more men in the hardware busi- 
ness than any other trade publication. Consult 
and use it for quick, tangible results. Address 


HARDWARE AGE 


Classified Opportunities Section 


100 East 42nd St. New York City 











425 Harding St., Holyoke, Mass. | | 


| HEAD 


PHILLIPS 


RECESSED 


SELF 
CENTERING 


woopD 
SCREWS 











Supply the increasing demand for these 
modern screws which we are licensed to 
manufacture. The tapered recess in the 
screw head fits the tapered point in the 
driver and the screw clings firmly to the 
driver. The driver cannot slip from the 
recess. All standard sizes. Send for Cata- 
log of Screws for Metal or Wood, also our 
varied line of Hardware. 


THE SOUTHINGTON 


HDWE. MFG. COMPANY 
Est. SOUTHINGTON, CONN. = £31, 


1867 




















PUSH-PINS 





PUSH-LESS HANGERS § 





UrenAA 
Send for wane copies How to Blackout Your Home 


MOORE PUSH-PIN CO. Since 1900 
113.25 BERKLEY STREET, PHILADELPHIA, PA. 























ble merc dise arranged attractively 





New goods and 


in your store windows always —— people stop, look and 
usually BUY. For New Goods and timely window displays con- 
sult each issue of Hardware Age. You are reasonably sure to 
find something of real interest. Because— 


HARDWARE AGE, 





Draw People to Your Store—With Good Window Displays 


Hardware Age is constantly striving to help retail hardware 
dealers locate the newest and best merchandise in all lines 
of Hardware. And continually reproducing good window dis- 
plays made by progressive dealers for your help and guidance. 


100 East 42nd Street, New York City 
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LAWN MOWER 


REPAIR PARTS 


A.M. Collot Supplies 


222 N.W.8“Ave Miami Fla 












TROY—BEST 


File Headles 
Gam: 


(Patented), assures better "wore baby 
and safety to user. A favorite for over 
40 years. 


TROY FILE WORKS 


Troy, Est. 1831. N. Y. 





CRAB GRASS ELIMINATOR 


The New Im- 
proved Crab 
aw Grass Elimi- 

7 nator now ready. 
iy Write for de- 
scriptive folder. 
Attaches to all 
hand lawn mow- 
ers. Its many 
uses make it an 
all season item. 


CRAB GRASS ELIMINATOR 
86-06 117th Street 
Richmond Hill, Long Island, N. Y. 














STEEL BRICK HODS 


Have been used 
for years 
because of 
their strength 
and lightness. 
All steel 


Prices Will Interest 


The Cleveland Wire Spring Co. 
E. 86th St. and Hamilton Ave. 
a @ CLEVELAND,OHIO @ e 















10c 
Cards 


25¢ 
Boxes 
or Bulk 


THEY PULL—CLINCH—HOLD 


The outstanding fastener for making, repairing 
sereens, garden furniture, frames, ete. 


ORDER NOW FROM YOUR JOBBER 
SUPERIOR FASTENER CORPORATION 


5224 N. Clark St. Chicago, Ill. 


You'll find REAL 


Sales Representatives 
advertising in the 
Sales Accounts Wanted 
Columns 


























Coming Conventions and Events 


Corrected Each Issue According to Latest Data 


American Hardware Manufactur- 
ers’ Association, meeting jointly with 
the National Wholesale Hardware As- 
sociation, Oct. 19-22, 1942, at the Pal- 
mer House, Chicago, Ill. Charles E. 
Rockwell, 342 Madison Ave., New York 
City, is secretary-treasurer of the manu- 
facturers’ group, and George A. Fern- 
ley, 505 Arch St., Philadelphia, Pa., is 
secretary-treasurer of the wholesalers’ 
group. 

Florida Retail Hardware Associa- 
tion, annual convention, June 2-3, 1942, 
at the Angebilt Hotel, Orlando. Secre- 
tary, William W. Howell, Waycross, Ga. 

Louisiana Retail Hardware Associa- 
tion, annual convention, June 17-18, 
1942, at the Evangeline Hotel, Lafay- 
ette. Secretary, David O. Mansfield, 
P. O. Box 1432, Alexandria. 

Mississippi Retail Hardware & 
Implement Association, annual conven- 
tion, June 8-9, 1942, at the White 
House, Biloxi. Secretary, David O. 
Mansfield, P. O. Box 1696, Jackson. 

National Retail Hardware Con- 
gress, July 13-16, 1942, at the Hotel 
Sherman, Chicago, Ill. Rivers Peterson 
is managing director with headquarters 
at 333 N. Pennsylvania St., Indianap- 
olis, Ind. 


National Wholesale Hardware . 


Association, meeting jointly with the 
American Hardware Manufacturers’ As- 
sociation, Oct. 19-22, 1942, at the 
Palmer House, Chicago, Ill. George A. 
Fernley, 505 Arch St., Philadelphia, 
Pa., is secretary of the wholesalers’ as- 
sociation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is sec- 
retary of the manufacturers’ group. 

New York Houseware Show, July 
12-17, 1942, at the Auditorium, Atlantic 
City, N. J., sponsored by the New York 
Housewares Manufacturers’ Assn., Hotel 
Pennsylvania, New York. Mrs. Flo 
English, secretary. 


Central States Hardware Club 


events: golf tournament, June 26 at 
the Tam O’Shanter Golf Club, Chi- 
cago, Ill.; banquet and floor show, 
Sunday evening, Oct. 18, previous to 
the hardware jobbers’ and manufactur- 
ers’ convention, in the Lincoln Room, 
La Salle Hotel, Chicago. Committee in 
charge, Will J. Feddery, HArpware 
Ace, Cleveland, chairman; H. A. 
Squibbs, American Steel & Wire Co., 
Chicago; J. McCue, Russell & Erwin 
Mfg. Co., Chicago; and Ben Love, The 
Carborundum Co., Chicago. 


$1200 a Year in 
Artificial Flowers 
(Continued from page 29) 


merchandise in a store 40 miles 
away. He says: “They always 
have been steady sellers during all 
12 months of the year. Our stock 
varies according to the season. 
Usually we have some of them in 
a window and from time to time 
we have an entire flower window. 
They are always shown toward the 
front of the store and the girl in 
charge of this department refills 
the stock every day. 

“Men sometimes buy these 
flowers for their wives, but most 
of the sales are made to women. 
Although some ladies visit the 
store for-the purpose of buying 
flowers, some impulse sales are 
made to women who see the 
flowers in our windows. Young- 
sters buy them for Easter, Christ- 
mas, Valentine’s Day and Mother’s 
Day gifts for their mothers.” 
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“It's Joe, your old bootlegger. He wants 
to know if you want to buy some nails.” 
—Courtesy Lumber Merchants Ass’n of Southern California. 
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POPULAR-PRICED ASK YOUR SUPPLIER ABOUT 


BATHROOM AND KITCHEN FIXTURES 
IN AUTOYRE HY-GRADE QUALITY 


ee THE AUTOYRE COMPANY, J OAKVILLE, CONN. DESIGNED 10 MAKE THE PASSER-BUYIEE 








EXTRA 
SALES 


EXTRA PROFITS 


with the NEW 7 
color display box 
and NEW 5. unit 
carton. This '‘'self- 
selling'' set-up in- 
creases sales with 
less effort. Get 
YOUR extra PROFIT. 44 







Users everywhere know the advertised 
Gardiner trade-mark as a sign of highest 
solder quality. Display the famous 

| Gardiner Repair-All Kit and you'll 
win the cream of the big home mar- 

| ket. Ask your jobber for prices and 


details. 
e Li 
aradiner 
.? chiens, « 


4821 So. Campbell Ave., Chica iil. 


FULLER BROS. 


207 West 25th St., New York City 


The Fastest Selling Line of Unbreakable Amber 
Handle Mechanics’ Hand Tools. Sold by All Leading 
Jobbers Thruout U.S.A. 


SCREW DRIVERS, WOOD CHISELS, WOOD 
CHISEL HANDLES, AWLS & SCRIBERS, AMBER 
SOFT FACE HAMMERS, ETC. 



























Ask your 
NO METAL jobber for 
'e COLORTOPS; 
NO SHOCKS color tells 
NO GLASS the size 
NO CUTS 









































Ask Your Jobbers' Salesman for Catalog 
Pages, or Write Direct for Pages and Name of Nearest Jobber 


PROMPT DELIVERIES 
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_ AMERICAN CHAIN: 
Welded and Webdless 


ameticn CHAIN & CABLE COMPANY, Inc., BRIDGEPORT, CONNECTICUT 
, AMERICAN CHAIN DIVISION, YORK, ‘PENNSYLVANIA » 
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Clansihied Opportunities Section... 





Use this section to. reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 








Help Wanted, Accqunts Wanted 
Business Opportunities 


Sales Representatives Wanted 
Set solid, maximum, 50 words....... $4.06 
All capitals, maximum, 50 words.... 5.00 

Each additional word......... -08 


Positions Wanted 
(Special Rate) set solid, maximum 
BO DOPED ccccccccccccccccccccese $1.00 
Each additional word............... 05 
Allow Beven Words for Keyed Address or Y our Address 


BOXED DISPLAY RATES 


Gee MR cicscesocavccccessscccsse $6.00 
Each additional BRM. cccesccce 4.00 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 
4 insertions, 5% off; 8 insertions, 10% off. 
Due to the special rate, do 


these discounts 
fot apply on Position” Wanted Advertise 
ments. 


- @e-— 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 


Samples of Merchandise, Literature, 
Catalogs, etc., will not be forwarded to 
box number advertisers unless accom- 
panied by sufficient postage for remail- 
ing. 




















HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


—-e- 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 











Accounts Wanted 





[Positions Wanted |i 








ol EXPERIENCED EXECUTIVE 


cossful in the past ten years doing this work fer 
Chain Stores and Steel Manufacturers. 
Now, is the time to lay the ground work! 








CANADIAN AGENT 


desires additional American lines on commission 
basis; selling to all leading hardware jobbers, chain 
stores and department stores across The Dominion 
of Canada. Manufacturer has no worries as to 
export prices as all accounts are sold at American 
prices and paid for in U. 8. funds. We in Canada 
set our own retail a References supplied on 











SALESMEN 


now covering hardware, paint and lum- 
ber dealers, wanted for territories in 
New ~~ , Middle Atlantic ané 
Central Western States to sell national 
product as a side line. 

















MANUFACTURER'S 
DESIRES A STRONG, outstanding line for the 
hardware trade, paint trade, or both in the New 
England territory. 
following among wholesalers chains and major 
dealers. Reside within the .erritory, have an ex- 
cellent sales record, and can be relied upon for 
efficient, intelligent representation. Address Box 
H-66, care of Harpware Ace, 100 E. 42nd St., 
N. Y. City. 





EXPERIENCED SALESMAN NEEDS 
MAJOR LINE, due to priorities effecting present 


Have an exceptionally fine | 


| chusetts. 


| 





States Maine, New Hampshire, Vermont, Massa- 
Rhode Island, Connecticut, New York, 
New Jersey and Pennsylvania. Calling on hard- 
ware jobbers, mill suonlv distributors and house- 
furnishing jobbers. Address—Eugene E. Peterson 
Co., 30 Church Street, New York City. 














connections. Has proven record and rial 
promotional experience and now selling jobbers 
and large hardware, houseware and group chain 
store buyers Ohio Valley and Great Lakes terri- 
tory for several years. Write Box H-72, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 








PAINT DISTRIBUTORS 


Well-known quality paint manufae- 
turer for over fifty years, located in 
Pittsburgh, Pennsylvania, desires dis- 
tributors in eastern, mid-western, and 
southern states. 
Address Box H-16, care of HARDWARE AGE 
100 E. 42nd St., N. Y. City 














Address Box H-70, care of cy AGE request. cen nt wr Address Box H-57, care HARDWARE AGE 
100 E. 42nd St., N. Y. Clty H. Barr, 150 Rlennader St., Vancouver, Canada 100 E. 42nd Street, New York City 
REPRESENTATIVE | . LINES WANTED. COMMISSION BASIs. 


een Opportunities 7 





DRAFTED, MUST SELL AT ONCE well- 
stocked hardware and paint store in business sec- 
tion Norfolk, Va.. operated by family same lo- 
cation 38 years, inventory about $15,000. Also 

| own building which can be bought or leased under 
satisfactory terms. Address—Sam A. Waranch, 
| 660 Church St.. Norfolk, Va. 


Pee ee ee oe 


FOR SALE: WELL ESTABLISHED HARD- 
WARE sstore in a prosperous Nevada railroad 
mining and livestock town. A-1 location, excellent 
lease. Stock and fixtures about $15,000. Age 
and health compels sale. Address Box H-78, care 

| of Harpware Ace, 100 E. 42nd Street, New York 
| City. 





SVEINN HELGASON. WHOLESALE DIS. 
TRIBUTOR AND MANUFACTURERS’ rep- 
resentative, Adalstraeti 8, Reykjavik, Iceland, is 
desirous of meeting with manufacturers and ex- 
porters of: Hardware, kitchen utensils and tools 
(enameled. galvanized, stainless steel, etc.) fast- 
eners, locks, bottle and can openers, hand and 
electric tools, electric appliances, with a view to 
import into Iceland. 





WANTED SALESMAN — RAPIDLY EX- 


a COMPANY doing national business 


ffers fine opportunity for men calling on indus- 
trial trade, familiar with the maintenance men. 
Desirable territories open with repeat business 
protection and full mail order protection. Ad- 
vertised product. No samples to carry. Give 
full details first letter. Address Box H-48, care 
of Harpware Ace, 100 E. 42nd St., N. Y. City. 





MODERN HARDWARE STORE FOR SALE. 
Ideal location in center of south eastern Mass. 
town. Winter population 6000—Summer about 
20,000. Well selected stock, including sporting 
and electrical goods. Inventory about $12,000. 
Wholesale connections with best houses. Estab- 
lished by present owners about 25 years ago. 
Reasons for selling—age and ill health. Address 
Box H-79, care of Harpware Ace, 100 E. 42nd 
St.. New York City. 











There’s no waste circulation— your Help Wanted, 
Accounts Wanted, Sales Representatives Wanted and 
Business Opportunities advertisements go straight to 
the hardware trade—the very class you want to reach. 


HARDWARE AGE, Classified Opportunities Dept., 100 East 42nd St., New York City 


Hardware Age Takes Your Sales Message To Over 21,000 Subscribers 


You can run a fifty-word, set solid, classified sales 
message under any of these headings for only four 
dollars; or a Position Wanted ad at a (Special Rate) 
of onlyone dollar. Send check or money order (only) to: 








HARDWARE AGE 
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7 ei: = ” : New Price Effective 
NEW LOW PRICE tii 
Was $3.00—Now $2.00 $2.00 
Save $1.00 by ordering your copy today 
“Taking the Mystery Out of Builders’ Hardware” 
is your only source of complete, authentic easy- Check This 
to-read information on all phases of Builders’ PARTIAL LIST OF CONTENTS 
Hardware. 60 Chapters 


It's a handy book you will constantly refer to, ats 0 1 F gid 11'/2—cloth bound te 
especially the comparative charts which will save Working Blue Print—size 25 x 111 inches 
you many times the cost of the book, in time and | Glossary of more than 300 Technical Builders’ 


trouble. Hardware ferms—Cross Reference Index 
You will get a better understanding of Builders’ — pull-out —s comparing gga 4 
Hardware from reading this book and help in sell- ardware Manufacturers’ finishes wi 


: . os : - U. S. Standard Symbols 
ing this line. It will also help you train your clerks Comparative Charts which show you how 








to become better salesmen, more alert to the profit to match other manufacturers’ products 
. *ege,% . . “9 
possibilities this line carries. which may be specified, with the items of 
-— - . . the line you handle, such as: 
You will find use for this book now and during a” piprostas 
the years to come. Jamb-Floor and Checking Floor Hinges 
Mortise Bit Key Locks and Latches 
Order your copy today — use the coupon below. Mortise Cylinder Locks and Latches 
Trim for Mortise Locks 
MAIL THIS coupon TODAY Double Hung Window Hardware 
gown ——— ny Door Closers 
: HARDWARE AGE a Floor Hinges—concealed and semi-concealed 
8 100 East 42nd St., New York, N. Y. : door closers 
" t Lavatory Hardware 
; Please send me...... .... copies of "TAKING THE MYSTERY OUT OF g S ted Li 6 Lasts far Wen t 
s BUILDERS’ HARDWARE" by Adon H. Brownell. 1 will pay the- Postman ! uggested Lists of Locks tor Use in: 
: $2 each, plus a few cents postage. (Canada and Foreign Countries $3.50) : Office and Apartment Buildings 
H »?P —— > it ee School Buildings 
a co cas ciea kth bawanks inucynk atte a Hotels 
: ; Hospital and Asylum Buildings 
: ® ADDRESS z. ee OO i Aad we ee ; ' ~~, than 600 illustrations, Charts and 
tables 
: CITY MRS aes Aten FHSS ESR PRI EAE Nes STATE............... : 27 Illustrations of Different Builders’ Hard- 
. () Check here if yeu enciece payment, in which case we pay postage 8 ware Display Rooms 
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Automatic Grip 
SCREWDRIVERS 


Hold-E-Zee feature — you @ 
extra business in either ia 


eeceee vanadium blades; 
transparen 


HOLD-E-ZE 


Even if a man owns a dozen 
ordimary serewdrivers . . 

he'll buy a Hold-E-Zee on 
He knows he needs the 
Gripper! if he’s buying his 


first serewdriver, he'll natu- leoulation. mbreakable han- 
rally choose the one that has dies (illustr.). Order Thru 
everything PLUS the great Your Jobber. 


UPSON BROS., Inc.,84 Exchange St., 


Rochester, N.Y. 
4 COLOR 
COUNTER DISPLAYS Gree 
SELL THE EXTRA VALUE 
SCREWDRIVERS AND MAKE 















MOLDED RUBBER GOODS srsccatrres 


Plain and Mushroom Bumpers — Suction Rubbers 
Rubber Head Nails 
Chair Tips 


S & 


Toilet Seat Bumpers 
Crutch Tips 


? 


THE ELASTIC TIP CO. 


370 ATLANTIC AVE. 
BOSTON, MASS. 


SEND FOR CATALOG 
OF COMPLETE LINE 








Handles Easily 
WET . DRY 


Pre-Waterproofed and Pre-Lubricated 
by Exclusive Methods 











Makes Columbian Rope 
more flexible 


Look for the 
RED, WHITE 
AND BLUE 
MARKER 


when you buy 
rope — your 
customers do 


TAPE MARKED 
PURE MANIL 


COLUMBIAN css ROPE 











Genui"® TOMES SILENCE 
HLY 
4c SET-10c SET-10c SET SAVE FURNITURE 

& FLOORS - CREATE QUIET 


Name “Domes of Silence” 
on each genuine Glide. 





SLIDE SILENTLY - SOFTLY - SMOOT: 





Domes of Silence — Rubber Cushion Glides 


For Tile, Marble, Cement and Bathroom Floors. 
Noiseless. Sizes for metal beds, wood beds, large 
chairs and all furniture. 


Ask y If 


DOMES o 


our Jobber 


f SILENCE, Inc.. 35 Peat! S 


he ed 
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| K 
Klein & Sons, Mathias 


L 
Lockwood Hdwe. Mfg. Co.... 
| Lucas & Co., Inc., John 

M 


| McGill Metal Prods. Co. 
Merchandise Mart, The 
| Miller, Inc., Robert E. 

| Moore Push- Pin Co. , a 
Myers & Bro. Co., The F. - —— 


N 


eee GIR. Gi iatacicics sess, 
New England Screw Co........... 
Nicholsqn File Co...............- 
| Northwestern Steel & Wire Co. 


P 


Paine Company, The............ 
Phoenix Mfg. Co...............-- ' 
Pittsburgh Plate Glass Co.... 
PU TD, Win bind. ccc cecscncse ‘ 
Progressive Mfg. Co............. 


R 

| Remington Arms Co., Inc........ 
} 

} Ss 

| Sarnson Cordage Works.. 

Schatz Mfg. Co. Kage 
Schollhorn Co., The Wm. 

| Shelby Spring Hinge Co. rAd 

| Southington Hdwe. Mfg. eens 
Stanley Works. The 

| Stewart Iron Works Co.. 
Superior Fastener Corp. 


T 


Tanglefoot Co., The 
| Townsend, B. W. 
| Trico Fuse Mfg. Co. 
Troy File Works.. 


Turner & Seymour Mfg. Co.. 


| , 





Union Hardware Co. 
rrr 
} Vv 


Vaughan Novelty Mfg. Co., Inc... 
Vichek Tool Co., The ? 


w 


Warren Tool Corp. 
Western Cartridge Co. 
| Who Makes It? 
Wickwire Brothers, 
Witt Cornice Co. 
| Wright Steel & Wire Co., 





Inc. 


G. F. 


Y 
| 


A 
Aladdin Industries, Inc........ ae 
American Chain & Cable Co., | 
Inc. 85 
American Chain Div. 85 | 
American Fork & Hoe Co., The... 75 
American Mfg. Co................ 1 
American Molded Prods. Co. 8! 
American Thermos Bottle Co., The 8 
Arrco Playing Card Co. 69 
Armstrong Bros. Tool Co. . 69 
Atlas Ansonia Co., The 14 | 
Autoyre Co. . 85 
8 
Baker Mfg. Co. 75 | 
Behr-Manning Corp. 52, 53 
Berea Abrasives 73 
Bernz Co., Inc., Otto.......... . 83 
Bethlehem Steel Co...............40-4l 
Blackstone Hotel, The ......... 69 
Bommer Spring Hinge Co.... 14 
Brooks & Sons, M. S. 78 
c 
Capewell Mfg. Co............. 74 
Carborundum Co., The 47 
Carey Co., The Philip. . cuneate 
Champion Hardware Co., The.... 75 
Chicago Spring Hinge Co. 8 
Clark Mfg. Co., J. L. 82 
Cleveland Chain & Mfg. Co., The 83 
Cleveland Wire Spring Co., The.. 84 
Coburn Trolley Track Co. 83 
Coleman Lamp & Stove Co. 18 
Collot Supplies, A. M...... . 84 
Columbian Rope Co. 88 
Continental Motors Corp. 83 
Crab Grass Eliminator....... 84 
Cross & Co., W. W. 85 
D 
Diamond Calk Horseshoe Co. 90 
Domes of Silence, Inc.... 88 | 
E 
Edlund Co. an 79 
Elastic Tip Co., The 88 
Embury Mfg. Co. 72 
F 
Farrel-Cheek Steel Co... 8! 
Federal Tool Corp. él 
Fletcher, Terry Co.. 79 
Flex-O-Glass Co. 2 
Flexible Steel Lacing Co. 14 
Fuller Bros. 85 
S 
Gardiner Metal Co.. 85 
General Electric Co. 4-5 
Greenfield Tap & Die Corp. 85 
Greenlee Tool Co. 57 
Griffin Mfg. Co. 59 
H 
Heller Brothers Company 9 
Huenefeld Co. . 92 
J 
Jackson Mfg. Co............ él 
Jennings Mfg. Co., The Russell 55 
Johnson Steel & Wire Co., Inc. 66 


| Yale & Towne Mfg. Co., The 
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INDUSTRY ANSWERS THE CALL! 


32,145 Firms With Over 
17,700,000 Employees 
Have Installed the . . . 


PAY-ROLL SAVINGS PLAN 
























Have YOU Started the Pay- Roll ae oe 
Savings Plan in YOUR Company? Plan Easy to Install 


Like all efficient systems, the Pay-Roll Savings 
Like a strong, healthy wind, the Pay-Roll Savings Plan is amazingly easy to install, whether your 
Plan is sweeping America! Already more than employees number three or ten thousand. 
32,000 firms, large and small, have adopted the Plan, 
with a total of over seventeen million employees— 
and the number is swelling hourly. 


For full facts and samples of free literature, send 
the coupon below—today! Or write, Treasury De- 
partment, Section C, 709 Twelfth Street NW., 

But time is short!..More and more billions are’ Washington, D. C. 
needed, and needed fast, to help buy the guns, tanks, 
planes, and ships America’s fighting forces must ‘ NoW 
have. The best and quickest way to raise this money 
is by giving every American wage earner a chance to T H 1S co UP ON 
participate in the regular, systematic purchase of M AIL 
Defense Bonds. The Plan provides the one perfect 
means of sluicing a part of ALL America’s income 
into the Defense Bond channel regularly every pay- 
day in an ever-rising flood. 


Do your part by installing the Pay-Roll Savings 
Plan now. For truly, in this war, this people’s war, = Eli is 
VICTORY BEGINS AT THE PAY WINDOW. Wee CO CNaMB. ee 
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MAKE EVERY PAY-DAY... BOND DAY! Teme 


US. Defense BONDS: ST —— 


MAY 28, 1942 











THE FORSTNER AUGER BIT 


The amazing versatility of the Forstner Auger Bit will immediately 
make a hit with all your customers who work with wood. Because 
the entire cutting surface works all the time, this tool bores a per- 
fectly smooth - walled, flat - bottomed hole. And because the Forstner 
is guided by its circular rim instead of a center spur it is especially 
suitable for cutting through hard, knotty or irregular grained woods 
and for boring at any angle. Wood - workers use this tool for dozens 
of jobs — such as mortising, scalloping, scroll work and pattern 
making — commonly done with chisel, gouge, scroll saw or lathe. 























Made of fine, tempered tool steel. Operate freely without clogging. 
Available with machine or hand brace shanks in the following sizes : 
For machine use, 4“ to 1%” by sixteenths; 1%” 
to 3” by eighths. For hand use, 4“ to 14%” by six- 
teenths. Sold singly or in sets of 9, 11 or 17 bits 
each. Order through your jobber. 


aw 
The PROGRESSIVE MFC. CO 


rOrRR Ii NGI ee ‘aon & EC T 
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Order No. 160-BC. Vaughan’s Improved CAN OPENER 


COMBINATION ... BOTTLE OPENER ... CORK 
SCREW ... AND A NEW OPENER FOR ALL CANNED 
LIQUIDS! The only complete Can Opener Combination on 
the market, at a popular price. Packed on individual display 
cards. One dozen to the box. A fine seller. Send for prices. 


Vaughan's 
SAFETY ROLL JR. 
CAN OPENER 


No. 170-W. The only can opener 
that cuts the top out of 
SQUARE, round, or oval cans 
and leaves a safety rolled edge. 
Best seller. More than fifty mil- 
lion sold. Individually packed 
on three-color display card. Two 
dozen to the box. Order now. 


VAUGHAN NOVELTY MFG. CO. 





INC. 





3211-25 CARROLL AVE. CHICAGO, ILL. 





| 
| 








Ky» 
DIAMOND’S 
PART in the WAR 


About ninety per cent of our factory's 
output is for Army, Navy and Air Corps 
use. We are working 24 hours a day, 7 
days a week to help supply tools for the 
war machine. 


Such all-out effort is necessary in spite 
of the sacrifices of civilian business. 
We're in a war and we're in TO WINI 
When that job is done, it'll be back to 
BUSINESS AS USUAL. 


Diamond Calk Horseshoe 


Co. 
4612 Grand Ave. . .. Duluth, Minn. 
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CUT OUT COUPON AND MAIL 


; JOHN LUCAS 6 CO., Inc., 42-H-A 
g °22 Race Street, Philadelphia, Penna. 





® Please send me descriptive catalog and 


JOHN LUCAS & COMPANY, INC. § price list. No obligation. 




















m>BOSS=> 


KEROSENE BURNERS 
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LONG CHIMNEY SHORT DRUM 








WICK TYPE WICKLESS 


4, 
/ ; of, ‘ 
DA TSVTE 179" cyte 


for speed, safety, and Z economy 


_ RANGES ¢ STOVES « OVENS °¢ HEATERS 
_ THE HUENEFELD CO. CINCINNATI, OHIO 











